CHICAGO 


PUBLISHED 
WEEKLY at 100 
E. OHIO ST. 
DEL.-1337 


Advertising A 


THE NATIONAL NEWSPAPER OF MARKETIN 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Ill., under the act of March 3, 1879. Copyright, 1946 by Advertising Publications, Inc. 


G 


GC 


OCT 2 2 1946 


NEW YORK 
330 WEST 


FORTY- 
SECOND ST. 


BR. 9-6432 


Vol. 17, No. 42 


October 21, 1946 


10 Cents a Copy, $2 a Year 


Rough Proofs 


Now that Ted Williams has 
escaped with his life from the 
world’s series, his sales promotion 
department can start working on 
the project to increase his $50,000 
annual stipend. 

as. 2 

In an erudite article on George 
W. Hill in A&S, Bill Day says the 
tobacco tycoon often showed his 
sales chart “to those whom he be- 
lieved had sufficient understand- 
ing.” 

It’s hard to ride those bucking 
relative pronouns without being 
unseated occasionally. 

> © ¥ 

NBC pays tribute to the scholar- 
ship of advertising men in foot- 
noting a direct mail piece on the 
Farm Tunesmiths network pro- 
gram, “hoc non portando a 
WEAF.” 


If you didn’t translate this as'| 


something about a hot potato, go 
to the head of the class. 
+ FV F¥ 


Harris Trust tells Chicago news- 


paper readers that, according to) 


the old English proverb, “Many 
littles make a mickle.” 

In Kentucky they used to say, 
“Many a mickle makes a muckle.” 
7, VF 
“Nielsen Drops Liquor, Starts 
Variety Store Index,” headlines 

ADVERTISING AGE, 
His friends never believed he 
even touched the stuff. 
; ¥ 


“Recently Al Jolson, reportedly 


sought for radio sponsorship, an- 
nounced he would hold out for a 
transcribed deal,” says a news 
story. 

It’s going to be a long, 
winter. 


cold 


. 

Over nine million dollars will be 
spent on travel in 1947, Travel & 
Camera predicts. How much of it 
will go to Western Union for wires 


Battle Lies Ahead 
in Distribution, 
Boston Group Told 


Buyers' Market, Drop 
in Demand Will Bring 
Spur to Competition 


Boston—The gravy train on 
which sellers, merchandisers, ad- 
vertisers and distributors have 
been riding is slowly grinding to 
a stop and an era of keen com- 
petition lies ahead. That, in effect, 
was the warning sounded many 
times at the Boston Conference 
on Distribution, held here Oct. 
14-15. 

H. A. O’Connell, president of 
E. T. Slattery Company and gen- 
eral chairman of the conference, | 
opened the 18th annual meeting | 
of the retail trade board of the 
Boston Chamber of Commerce’s 
national forum on problems of 
distribution by sounding this 
warning note. 


Fitz-Gibbon Calls 
Institutional Ads 
‘Screwbally’ Idea 


NEw YorK—Bernice Fitz-Gib- 
bon, advertising director of Gim- 
bel’s, hit back hard Tuesday at 
the suggestion advanced by Walter 
Hoving, president of Hoving Cor- 
poration, that retail advertising 
should sell the store as a whole, 
and not individual items (AA, 
Oct. 7). 

Denying Mr. Hoving’s thesis 
that item advertising is “dull and 
boring,” Miss Fitz-Gibbon told a 
‘record luncheon audience of the 
| Advertising Women of New York 
‘that “institutional advertising is 
|!a screwbally idea that, with a 
|\few  polysyllabic words piously 
pronounced with or without 
sketches, it is possible to sell your 
store as a whole without taking 
the advertising space to describe 
specific items for sale.’”’ The speech 
was broadcast over WLIB, New 
York. 


NOW...SAFEGUARD YOUR 


(a Nicer Things wits 


NYLON DIP 


OPENER—This is the first of a series 

of Nylon Dip ads to appear in The 

American Weekly and newspapers 
throughout the country. 


Nylon Dip Goes 
National; Series 


“ds the result of the president of 
the store taking a great deal of 


Wrigley Holds Gum 
fo Nickel; Sees 
Buyers’ Market 


CuiIcaGo—Phil Wrigley sees a 
five-cent buyers’ market “in the 
not too distant future” and is tell- 
ing his retailers this week that 
the company intends to do every- 
thing possible, in spite of shortages 
and soaring costs, to keep on sell- 
ing Wrigley’s gum for a nickel. 

In a letter dated Oct. 18 and dis- 
patched to some 800,000 retailers, 
the head of the Wm. Wrigley Jr. 
Company explains why the gum 
manufacturer refuses to boost 
prices to wholesalers now. The five- 
cent field, he reminds them, has for 
many years been “an important 
one for you, the wholesaler and 
ourselves, and we believe it is 
certainly worth an effort on all 


our parts to preserve it for the 


“Most poor advertising,” Miss | future.” 
Fitz-Gibbon told the adwomen, | 


mail 
country’s 
ently is 


direct 
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not 


Wrigley, 
| “promotion” 
| storekeepers 


Mr. O’Connell forecast that the 


| beginning of 1947 will see “greater | 


| consumer resistance, particularly 
‘on food and clothing prices,” a 
\falling off in soft goods business 
‘in great measure offset by con- 
‘tinued high volume in durable 
|goods, and falling prices, an in- 
/erease in unemployment, and a 
|decline in volume of business. 


Inventories Too High 


“The extension of consumer 
|credit may help to soften the an- 
ticipated decline in 1947,” Mr. 
O’Connell said, but he warned 
'that “inventories are much too 
| high for comfort.” 

Against this background, Mar- 
vin Bower, partner in McKinsey 
& Co., management consultant, 
forecast a sudden shift from a 


Los ANGELES—National distribu- 

tion of Nylon Dip, soapless con- 
centrate, is nearing completion 
and the product will be advertised 
‘nationally this fall for the first 
| time. 
' The product, manufactured by 
\the Robert Smith Mfg. Company, 
'Los Angeles, was introduced less 
,than a year ago in southern Cali- 
|fornia. Advertising was conducted 
/on a local and regional basis, as 
'distribution was effected market 
by market. 

Consumer research has shown, 
|\the company says, that women 
found Nylon Dip useful for much 
more than washing nylon fabrics, 
,for which the product was orig- 
/inally introduced. Advertising and 
merchandising will be aimed at 


Promotes All Uses 


interest in advertising and want-| Written into the annals of -mer- 
ing to help. If the Gimbel adver- | chandising history, says that “this 


tising has achieved any distinc- 
tion,’ she added, “it is largely 
because Fred Gimbel does not 
barge into the advertising depart- 
'ment eager to help.” 


Direct Mail, Too? 


“If mentioning price in an ad- 
vertisement is crass and commer- 
cial, why 
in a direct-by-mail piece crass and 
commercial?” she challenged. “If, 
as Mr. Hoving says, it is impos- 
sible to get readership attention 
with merchandise description, size, 
color and price, why does he put 
all these objectionable elements 
into his direct-by-mail pieces?” 

Miss Fitz-Gibbon declared that 
Ohrbach’s, which places no item 


isn’t mentioning price} 


vainly requesting hotel and trans-| sellers’ to a buyers’ market be- 
portation accommodations? 
vv¥es®?’ 

NARD is distributing a booklet, 
“What Every Clerk Should Know,” 
which advises girls working in 
groceries not to chew gum on the 
job. 

Of course not—it would make 
the customers too envious. 

vv? 

A news item says the Barre 
Granite Association is advertising 
its memorials in consumer maga- 
zines, and the consumers are go- 
ing to postpone becoming custom- 
ers just as long as possible. 

ee ae 

Averell Harriman has “stated 
bluntly that the Department of 
Commerce will limit its interest in 
foreign affairs to economic mat- 
ters.” 

He has no desire to edit The 
New Republic. 

, ¥ F¥ 

AA says the Journal of the 
American Dental Association will 
publish regular issues every two 
weeks, and calls it a bi-monthly. 

Get on your bicycle and sprint 
for the dictionary. | 


the most competitive periods in 
history” ahead for the country in 
1948. He warned of “the great 
danger in the current complacency 
about distribution’ which over- 
looks “the simple fundamental of 
time.” 


Hits ‘Current Complacency’ 


The assumption that distribu- 
tion, like production, can be 
stepped up quickly is the fallacious 
base for this complacency, Mr. 
Bower said in analyzing prevalent 
business attitudes. The difference 
between the two processes is that 
production is achieved by issuing 
orders, whereas distribution is a 
process of persuasion, he declared. 

“Dealers can’t be told—cus- 


(Continued on Page 60) 


For a Treat 


and a treatment of 
‘O. G.’ ads, see Page 
57. Other features: 


ev? Ad-libbing .. & 

Editorials . a 

Harry Brecheen emerged from Getting P | 4b 
the world’s serious with three|>¢..°9,. °"" . 

; Information for Advertisers . 8 

triumphs over the proud Red Sox, | j, Washington 

and from now on you will see a| Obituaries 86 

flock of advertising testimonials | Photographic Review . 85) 

dated Broken Bow, Okla. Private Lines 76 

Rough Proofs I 

Copy Cus. | Voice of the Advertiser 40 


fore the end of 1947 and “one of. 


consumer education, with the copy 


advertising, is successful not be- 
(Continued on Page 81) 


(Continued on Page 82) 
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_ Last Minute News Flashes 


Trust Investigation of Outdoor Medium Starts 


Cuicaco — An anti-trust investigation of the outdoor medium will 
get under way before a federal grand jury here Monday. Subpoenas 
to produce records will bring before the jury executives of the Out- 
door Advertising Association of America, Outdoor Advertising Incor- 
porated, National Outdoor Advertising Bureau, General Outdoor Ad- 

| vertising, Foster & Kleiser and others. The Justice anti-trust division 
‘is investigating whether GOA, F&K, NOAB and their officers are 
| living up to a consent decree of 1929, in which they agreed not to 
| have interlocking directorates or to combine in restraint of trade. 
Fletcher to Head Encyclopaedia Britannica Films 


NEw YorK—C. Scott Fletcher, executive director of the Committee 
| for Economic Development, has resigned effective Oct. 21 to become 
| president of Encyclopaedia Britannica Films, Chicago. He will continue 

as CED trustee and as a member of its research and policy committee. 

| Before joining CED in 1942, Mr. Fletcher was general sales manager 
of Studebaker Corporation. He succeeds E. H. Powell, who will con- 
| tinue as president of Encyclopaedia Britannica and chairman of the 
film corporation. 


Seven Agencies Bid for Nestle’s Account 

New YorK—Nestle’s Milk Products, Inc., has invited presenta- 
| tions on its $1,500,000 account, now being handled by Leon Livingston 
Advertising Agency, San Francisco, from William Esty & Co., BBDO, 
| McCann-Erickson, Compton Advertising, Cecil & Presbrey and Ted 
| Bates, Inc. A decision among Livingston and the six contenders is 
| expected within the next three weeks to decide who will get what 
| parts of the Nescafe and Nestle’s canned milk accounts. 


Buchen Co. Gets Part of Coal Ass’n Account 


WASHINGTON—National Coal Association has appointed The Buchen 
| Company, Chicago, to handle local service campaigns. 
| 


(Additional News Flashes on Page 82) 


‘letter is about prices—and why 
,there should be something that 
still sells for a nickel.” 


Others Hike Prices 

The Chicago company, it ap- 
, pears likely, will be going it alone 
among the major manufacturers 
in the field. Among those already 
said to have boosted prices to 
wholesalers since ceilings were 
lifted Oct. 1, from 55 to 60 cents 
per box, are American Chicle 
Company, New York, maker of 
Dentyne, Chiclets, Beeman’s Pep- 
sin and other brands; Clark Bros. 
Chewing Gum Company, Pitts- 
burgh, which markets Clark’s Tea- 
berry and Tendermint; Gum Lab- 
oratories, Clifton Heights, Pa., 
maker of Ivoryne, and Leaf Gum 
Company, maker of Leaf Spear- 
mint gum. The trade expects 
others in the field to fall into line 
soon. 

Wrigley, however, is telling re- 
tailers that “any change in price 
that our distributors could stand 
without upsetting the five-cent 
price structure would not take 
care of our present inflated costs, 
which if they stay up cannot be 
covered by partial price advances 
but will require a complete change 
in packaging and pricing. 

“However, it is our belief that 


TBA’s ‘Friend’ 
Is Colorful 


NEw YorK—Contrary t6 a sub- 
head in last week’s AA report on 
the Television Broadcasters As- 
sociation conference, Columbia 
Broadcasting System representa- 
tives did attend sessions, as ob- 
servers though not as active par- 
ticipants. CBS is not a member 
of TBA. 

Cause of many a chuckle, how- 
ever, was a full-page advertise- 
ment in TBA’s official program 
for the conference. All the adver- 
tisement said was, in large letters: 
“Compliments of a Friend.” But 
the words were printed in rain- 
bow-bright colors! 

It was no secret that the “friend” 
|was CBS, staunch champion of 
color television. 
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in the not too distant future there 
will again be a five-cent buyers’ 
market. We are willing to do our 
share to protect it by holding our 
present prices so that both you 
and the wholesale distributor can 
afford to play fair and cooperate 
by having at least one make of 
chewing gum the consumer can 
still get for a nickel.” 

The company admits, of course, 
that there is nothing to prevent 
the jobber from balking at “play- 
ing fair’ and hiking prices, nor 
to keep the retailer from charging 
a dime. But, Mr. Wrigley says, 
both manufacturer and retailer 
“know the value of good will, par- 
ticularly on so small and appar- 
ently unimportant an article as 
chewing gum. Five cents and a 
package of gum have always gone 
together in the minds of the con- 
suming public that we both have 
to rely on for our business in the 
long run.” 

Wrigley, which “tried all 
through the war years and since 
to take the bitter with the sweet,” 
also held the price line after 


World War I. One of its famous 
ads of those postwar days was 
“Five cents before the war. Five 
cents during the war. Five cents 
now.” 

The company is supplying two 
brands, Spearmint and Juicy 
Fruit, in limited amounts because 
of the continuing sugar shortage. 
Orbit, a war baby, is off the mar- 
ket, as are two prewar brands, 
Doublemint and the candy-coated 
PK’s. 


Thieme Appointed A.M. 


Frederic C. Thieme, former as- 
sistant to the president of Rob- 
inson Aviation, has been named 
advertising manager of McGraw- 
Hill Digest, New York. Before 
joining Robinson, Mr. Thieme 
handled export sales and service 
for National Automatic Tool Com- 
pany, Richmond, Ind. 


Frazer Named Director 


WORKING AND VISITING—Affter the first day's session of the eastern regional 
meeting of the National Newspaper Promotion Managers’ Association, the 
following took time out from the promotion problems of the “Median Press" 
for cocktails at the Princeton Club: seated left to right, Lewis Louthood, Mon- 
treal Standard; Rufus R. Ness, Daily Journal, Elizabeth, N. J.; Vic Cavers, 
Ward-Griffith Company, New York; Archibald Bennett, A. S. Bennett Associ- 
ates, New York, and Mike Foulon, Branham Co., New York. Standing, Irving 
S. Taubkin, Bureau of Advertising, ANPA; L. F. Newmeyer, Toledo Blade; John 
Holzapfel, Bureau of Advertising; Woody Johnson, New York Post, and John 


Osborne, the Leader, Corning, N. Y. 


George E. Frazer, president of 
National Transitads, Chicago, has 
been elected to the board of di- 
rectors of Brand Names Founda- 
tion, New York. 


Ekco Appoints Levi od I 

Ralph Levi, formerly manager | housewares division of the New 
of the housewares department of| York sales office of Ekco Products 
L. Bamberger & Co., Newark, has}Company, Chicago. 


been appointed manager of the 
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Seven outstanding U.S. advertising executives, serving as impartiol judges, selected EL FARMACEUTICO 
from a group of 157 publications to receive the Award of Merit for Editorial Achievement for 1946. 
This was the ninth year in which such awards have been made in a contest conducted by Indus- 


trial Marketing. 


And EL FARMACEUTICO is only the second publication in export trade to win such an award, The first 
award, made several years ago, was given to our automotive magazines, THE AMERICAN AUTOMOBILE 
(Overseas Edition) and EL AUTOMOVIL AMERICANO. 


The publishers of EL FARMACEUTICO are continuing the policies which have made this magazine a 
recognized leader in both editorial and advertising coverage of export markets for pharmaceuticals, 
cosmetics, toiletries and allied products in Latin America and other Spanish speaking countries 


throughout the world. 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


New York, Philadelphia, Boston, Cleveland, Chicago, St. Louis, Detroit, San Francisco, Los Angeles, Atlanta, Washington, 
Buenos Aires, Mexico City, Rio de Janeiro 


Advertising Age, October 21, 1946 


Gas Associations 
Set ‘47 Campaigns 
fo Spend $1,000,000 


NEw YorK—The American Gas 
Association and the Gas Appliance 
Manufacturers Association were 
set this week to spend $1,000,000 
on 1947 campaigns in magazines 
and business papers. 

The American Gas Association, 
which wound up its convention in 
Atlantic City over the weekend, 
will spend a total of $873,000, 
about $120,000 of which is slated 
for business papers. This war 
chest is exactly the same as last 
year’s, but the themes will be dif- 
ferent, and the media list is due 
for slight alterations. 

The business paper campaign, 
through Ketchum, MacLeod & 
Grove, Pittsburgh, will stress in- 
dustrial and commercial applica- 
tions of gas, and in 1947 will em- 
ploy case-history technique, with 
attention to institutions as well as 
heavy industry. Service literature 
will be offered in the advertise- 
ments for the first time. 

The consumer campaign, through 


-McCann-Erickson, will employ full 


pages for the “New Freedom” gas 
kitchen, as in 1946, but will also 
use half pages for automatic gas 
heaters for the first time. The 
media list will include Better 
Homes & Gardens, Good House- 
keeping, Ladies’ Home Journal, 
Life, McCall’s, The Saturday Eve- 
ning Post and Whats New in 
Home Economics, as it did in 1946. 
Family Circle and Woman’s Day 
will be added, replacing The 
American Weekly and This Week. 

The Gas Appliance Manufactur- 
ers campaign, slated for 50 busi- 
ness papers through Donahue & 
Coe (AA, Sept. 16), will spend 
about $200,000, a budget depend- 
ent on production, since the ad- 
vertising kitty is based on per- 
centage contributions for ranges 
produced. 


Aetna Promotes Brown 


Robert E. Brown Jr., casualty 
advertising manager of Aetna Life 
Affiliated Companies, Hartford, 
has been given the added duties 
of assistant manager of the ad- 
vertising and publicity department 
of Aetna Life Group, Hartford. 
William J. O’Meara has been ap- 
pointed assistant casualty adver- 
tising manager. 


Karpie Transferred 
Walter Karpie, art director in 


same capacity. T. Martin 
Riley succeeds Mr. Karpie in Hart- 
ford. 


Paper is scarce and valuable 
... avoid hoarding and waste 


/ 
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THE MARTIN CANTINE COMPANY 
SAUGERTIES, nm. YY. 
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AGAIN... A DOMESTIC ENGINEERING PUBLICATION 
RECEIVES AWARD FOR EDITORIAL EXCELLENCE 


“For the best series of articles published during 
the twelve months ending July 31, 1946” . . . the 
publishers of DOMESTIC ENGINEERING have 
once again received high honors in the annual 
editorial competition conducted by Industrial 
Marketing. 

Recognition for another of its many outstanding 
accomplishments has thus come once more to an 
organization which has been consistent in the win- 


ning of these awards. 1939, 1942, 1943, 1944, 1945 
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FUR EDITORIAL ACHIEVEMENT 
1916 
AWARH UF MERIT TO 


Domestic Engineering 


Far the best series of articles 
published during the twelve months 
ending July 31, 1916 in the 


ninth ananal campetition 


Nf 
Louducted by 


INDUSTRIAL MARKETING 


and now 1946! Six times these highly coveted 
honors have been accorded DOMESTIC ENGI- 
NEERING PUBLICATIONS in acknowledgment 
of the continuing excellence of their editorial 
achievements. Five of these awards have been re- 
ceived consecutively over the past five years, each 
in keen competition with hundreds of the nation’s 
leading business papers. 

During its fifty-seven years of continuous pub- 


lishing experience the DOMESTIC ENGINEER- 


ip Sela 


HYIOMA 
PUBLICATIONS 


1900 PRAIRIE AVENUE 
CHICAGO 


DVERTISING | 


_ | 1946 


ING organization has similarly demonstrated to 


the industries it serves, as well as to the nation as 
a whole, the high standard of its editorial accom- 
plishments. The accumulated high honors symbol- 


ized in the long series of awards pictured above 


not only offer further evidence of the superiority 
of its past services, but represent a goal toward 
which the collective efforts of this organization 


will continue to strive in the future. 


INCOUNG 


16, ILLINOIS 


GENCY 
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Kaiser-Frazer 


tions are under way with the 
Italian auto maker, Fiat Company, 
but thus far they have revealed 
|no details of the scheme. 


and Fiat Talk 
New Auto Terme (acc. oe roe sat 


Detroir— A Kaiser-Frazer-Fiat| mobiles to this country in 1947, 
car, to sell under $1,000, is in the | with Kaiser-Frazer adding bodies, 
negotiating stage but won’t reach|tires and all accessories. The ten- 
the market for months to come,|tative program calls for 40,000 
if at all, since the international | cars from the Italian maker next 
deal still hasn’t been worked out. | year. Distribution, it is said, would 

Chiefs of the Kaiser-Frazer | be handled by 4,000 Kaiser-Frazer 
Corporation admit that negotia- | dealers and Graham distributors. 


NBC Turns Publisher, 
Issues 15-Cent Digest 


National Broadcasting Com- 
pany’s information department has 
turned magazine publisher. Just 
off the press is a 64-page, pocket- 
size ‘““NBC Digest,” featuring pub- 
lic service addresses made over 
the network on national and world 
topics. The contents also include 
a dramatic script and a depart- 
ment, “Chords and Discords,” 
sampling listener letters. 

The magazine, to be published 


quarterly, will be sold only 
through subscription at 15 cents a 
copy, 50 cents a year. First print 
run was 10,000 copies. It takes no 
outside advertising 


Acomb Names Selmeier 


Lewis W. Selmeier, recently re- 
leased from the Army and before 
that district sales manager of 
Estate Stove Company, Hamilton, 
O., has been appointed vice-presi- 
dent in charge of copy of Robert 
Acomb, Inc., Cincinnati agency. 


-_— 
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“Package” Your Selling — to Reach the Specific Groups of 
Buyers Who Represent YOUR Market 


Steet no Mull See vse — 


Rai 
ilway Age 
HE vastness and complexity of rail- Railway Railway Railway Signaling 
way operations, plus the wide range Executives, Engineer il 
: ical T ailway pe 
and variety of railway purchases. make Operating Eng neering ignal a 
it particularly valuable to specialize our and Traffic Moshentent tenance Communications 
selling in this industry. Officers, Department — Oi: aah 
Market Purchasing Officers and Engineering and Staffs 
A Vast Marke Officers, Staffs Maintenance 
: 1 : Department Officers and (responsible for 
The railroads buy more than 70,000 dif. epa (responsible for Staffs signaling and com- 
ferent items each year. Their operations Heads locomotives, freight (ensnoeathie tee munications  facili- 
cover more than 230,000 miles of railroad — ere # sm. roadway, track, ties) 
line ... involve some 40.000 locomotives. pn oid fy snop bridges, buildings, 
1,900,000 freight cars, 49,000 passenger water supply facili- 
. : ties and other fixed 
cars, together with hundreds of thousands repetition) 
of buildings; bridges; water supply and 
terminal facilities; material handling 
equipment; office and business machines: 
communications equipment; hundreds of 
lties from uphol- ; ‘ 
different Kinds of specia r your guide. Up-to-date knowledge of opments and the business news of the 


stering materials and paper drinking cups 
to air conditioning equipment and ma- 


chine tools. 


How to Reach Your 
Prospects 


The railroads’ more than one billion dol- 
lars of purchases annually originate 
through several channels. Signal engi- 
neers don’t specify lathes for a locomo- 
tive shop, nor do shop superintendents 
have an interest in the kind of tie-tamper 
the track forces use. That is why you 
can secure greater attention to your prod- 
uct story, lessen waste and produce more 
sales, by specializing your selling in line 


specification, 


with the particular interests of your 
prospects. ( 

the various groups. 
The four Simmons-Boardman railway 


publications—Railway Age, Railway Me- 
chanical Engineer, Railway Engineering 
and Maintenance, and Railway Signaling 
have simplified this problem for you by 
providing four direct avenues of sales ap- 
proach to railway men who exert buying 
authority and influence. It is significant 
that the youngest of these four publica- 
tions is 38 years old .. . emphasizing the 
long-established acceptance of this four- 
fold publishing service by railway men. 
Each of these publications offers a spe- 
cial audience preselected by editorial ap- 
peal. Thus, they enable you to package 
your selling to obtain, without waste, the 
concentrated attention of men who are 
important to you. 


activity. 


$11,000. * 


command 


Selecting Your Approach 


In selecting the particular groups of rail- 
way men you want to reach. the duties 
and responsibilities of each group are 


105 W. Adams St., 
530 W. 6th St., 


your products among the policy-making, 
appropriating top executives, the mana- 
gerial officers and purchasing officers is 
important to your selling campaign. It 
is also important to reach the technical 
officers and supervisors within the several 
departments who are responsible for the 
installation and_ perform. 
ance of your products on the firing line. 


Editorial Service — Key to 
Your Sales Approach 


The key to the specialized sales approach 
offered by the four Simmons-Boardman 
railway publications is editorial service, 
designed to meet the specialized needs of 
To render this serv- 
ice requires the full-time services of more 
than 25 editors—each of whom is a spe- 
cialist in a specific branch of railway 
Hundreds of thousands of dol- 
lars are expended annually to maintain 
this editorial service . . . 
torial project recently cost more than 


That is the reason why these publications 
confidence 
among railroad men as the means of 
keeping informed on the technical devel- 


Chicago 3 
Los Angeles 14 


industry. 


a single edi- 


and_ recognition 


Simmons-Boardman Publishing Corporation 
30 Church Street, New York 7, N. Y. 


Washington 4, D. C. 
300 Montgomery St., 
2909 Maple Ave., 


San Francisco 4 
Dallas 4, Texas 


That is why they enable you 
to tell your story in terms of the interests 
and problems of the railway men you 
want to reach. 


That is why leading manufacturers used 
over 4,872 pages of advertising in these 
four publications in the first nine months 
of 1946 to tell their story to the railroads. 


Market Information 
Services 


The Simmons-Boardman railway maga- 
zines maintain a weekly Railway Outlook 
news letter service for advertisers, fur- 
nishing spot news reports on orders and 
inquiries for equipment and other activi- 
ties of sales importance. 


A market research staff is also maintained 
for the preparation of studies and statis- 
tics on the railway market. 
ices are augmented by a comprehensive 
reference library, consisting of several 
thousands of volumes and records cover- 
ing the broad range of railroad history 
economics and operations. 
market information may be addressed to 
our New York office, 30 Church Street, 
New York 7, N. Y. 


These serv- 


Requests for 


Cleveland 13 
Henry Bldg., Seattle | 


Terminal Tower, 


.|sults for 
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Magazine Bureau 
fo Make Unusual 
Readership Study 


NEw YorK—Magazine Advertis- 
ing Bureau has disclosed it will 
sponsor a national study of reader- 
ship of magazines as a medium. 

The study will take several 
months to complete after it begins 
late this fall, and the report will 
cover about 40 magazines and 
farm papers as a whole. The re- 
individual publications 
will not be revealed. 

The survey will be patterned 
after a pilot study made in Albany 


‘|last spring by Stewart, Brown & 


Associates. Thirty-four magazines 
were covered in that study. 

The projected study calls for 
two interviews with each reader. 
Magazine reading, MAB asserts, is 
a continuous process “and it is dif- 
ficult to freeze it for measurement 
in a single instant of time.” 
Through two interviews with each 
reader, it is pointed out, data can 
be obtained on the “accumulation 
of the magazine audience over an 
interval of time.” 

To Cover 2,500 Families 

Areas to be surveyed “will be 

selected by geographical regions 
and by population groupings.” The 
study will reflect magazine reader- 
ship by age, sex, education, occu- 
pation and economic status. Only 
readers aged 15 or over will be 
questioned. 
_ About 10,000 individuals will be 
interviewed in the first field sur- 
vey, and about 8,500—representing 
2,500 families—will be covered in 
the second interviewing. Final re- 
sults will be reported both for in- 
dividuals and families. 

The study is intended, accord- 
ing to the bureau, to give informa- 
tion for the first time to adver- 
tisers and agencies “on the cover- 
age of magazines as a medium, as 
a background for their over-all 
advertising planning.” 


Reveals 1947 Ad Budget 


Great Lakes Paint & Varnish 
Works, Chicago, has scheduled a 
$300,000 ad budget for 1947, of 
which $175,000 will be spent in 
promoting Lustrlast, a water-clear 
linoleum finish; $75,000 will be 
allotted to the regular paint line, 
and the remaining $50,000 will be 
spent on allied products. Among 
the magazines on the schedule are 
Life and The Saturday Evening 
Post. Merchandising, newspapers 
and business papers will also be 
used. Kalom Company, Chicago, 
is the agency. 


CBS Names Ziebarth 


E. W. Ziebarth, education direc- 
tor and production manager of 
Station WCCO, Columbia-owned 
station in Minneapolis-St. Paul, 
has been named education director 
of the central division of Colum- 
bia Broadcasting System. 


Assigned Call Letters 


FCC has assigned call letters 
KXAR to the new station granted 
to Arthur H. Croghan for Santa 
Monica, Cal. The station will op- 
erate on 1,580 ke. and 5,000 watts 
power. 


TRUCKS... 


@ The world’s top users of trucks are 
agriculture, construction, and oil fields 
(allied with construction in some phases, 
of course). Does your advertising sched- 
ule recognize the potentialities involved? 
Call the nearest O1. WEEKLY representa- 
tive. 


Houston New York Cleveland 


Los Angeles 


Chicago Tulsa 


The OIL WEEKLY 
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at 


—~ Praque 


Mr. M. Sutnar of Prague knew exactly what he 
wanted when he stopped in Indianapolis recently 
while on a mission to study business and markets in 
the United States. It was a copy of 


THE INDIANAPOLIS STAR'S 1946 


7 


In Prague, this analysis of an American market will have a part in re-establishing 
businesses destroyed by war. 

The Star is proud that the news has traveled so far. Right here in the United States 
more than 3,000 already have gone, on request, to manufacturers, distributors, adver- 
tising agencies. Some have gone into public Nbrories . . . others to be used in college 
and university classrooms. 

The reason is not hard to find. This Milwaukee Journal-style analysis is the author- 


Write to 
THE INDIANAPOLIS STAR 


DAILY AND SUNDAY 


Affiliated With Radio Station WIRE Basic NBC @ 5,000 WATTS 


* 
Since 1936 The Star has been first in Indiana in Total Advertising Linage 
KELLY-SMITH COMPANY, National Representatives 


BETTER THAN 96% HOME DELIVERED 
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U. §. Chamber 


Urges Better Use 
of Federal Data 


Business Screening 
Group Is Needed, 


Committee Says 

WASHINGTON—The U. S. Cham- 
ber of Commerce committee on 
business statistics suggested, in a 
special report this week, that “one 
or more organizations generally 


representative of business” should 
| 


government statistics to business— 
and business statistics to govern- 
ment. 

Proposing that the chamber it- 
self might perform such a service, 
the committee outlined wide areas 


/ where government statistics can be 


of value to business. It feels, how- 
ever, that certain statistics useful 
in day-to-day business operations 
can best be gathered privately. It 
also said that no public money 
should go for reports which “are 
not sufficiently affected with a 
public interest.” 

Business finds government fig- 
ures useful as standards of com- 
parison by which one company or 
industry can check its operating 
results—sales, inventories, usage 
and price of raw materials, wage 


ume—with results for other groups 
of companies or industries, the 
committee explained. 


Help Forecast Demands 


In addition, government series 
are useful in estimating possible 
future demands for products, in 
total, by geographic area and by 
specific product line; in estimating 
future cost of materials, compo- 
nents, building and machinery; in 
estimating future wage rates and 
general business activity. 

Big weakness of government fig- 
ures, the committee feels, is in the 
frequent delays between the time 
they are collected and the time 
they are released. 

For day-to-day business opera- 
tions, where early availability, 


act as a screening group to explain rates, employment and payroll vol- timeliness and prompt adaptation 


to changing circumstances are 
more important than complete cov- 
erage and meticulous accuracy, the 
committee feels that private or 
semi-public agencies have been 
more successful than government 
in assembling statistical informa- 
tion. 

The committee believes the 
chamber should press for closer 
cooperation between business and 
government in working out ques- 
tionnaires and determining the 
scope of studies. While “as a mat- 
ter of history” government agen- 
cies have in the past sought the 
cooperation of business groups, 
“further progress along these lines 
is practicable,” the committee said. 

It also argued for utilization by 
government of statistics already 
assembled by trade associations 


J.B. also delivers little storks 


J. B. Stork made a late call at the J. B. 
Jones’ Friday last to deliver a 7-pound 
daughter. The name of Paula (rather 
than Paul) has been duly recorded in 
Philadelphia’s vital statistics. 


A. IF it isn’t enough that Philadel- 

phia is already the third largest mar- 
_ ket in the U. S., that market is being 

increased daily by 106 births. 


Bulletin. It’s the 


Let’s say you’re a manufacturer 
and you have something worth while 
to merchandise in this vast market. 
Reaching it with your sales story is 
very easy simply because four-fifths 
of the Philadelphia families daily 
read one newspaper. 


That newspaper is The Evening 


home newspaper 


of this market, has the largest eve- 
ning circulation in America. It goes 
home in this city of homes and is on 
easy terms with every one in the 
household. It takes an active hand 
in the selection of family purchases. 


In Philadelphia—nearly everybody reads 


The Bulletin 
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and other non-governmental agen- 
cies. In such cases, the govern- 
ment “will assure itself that the 
statistical basis used permits recon- 
ciliation with any other statistics 
utilized.” 

Other committee recommenda- 
tions were clear statements of 
terminology, and greater prompt- 
ness in publication of results, pos- 
sibly in preliminary form. “A rea- 
sonably approximate figure pro- 
vided promptly is often more use- 
ful than a more accurate figure 
made available some weeks or 
months later,’ the committee ob- 
served. 

Urging intervention of the 
chamber to promote cooperation 
between government and business 
in collecting statistics, the commit- 
tee explained that many business 
men fail to use government statis- 
tics because they do not under- 
stand the underlying procedures. 


Divide Over Usefulness 


“Government agencies are mak- 
ing increasing use of sampling pro- 
cedures, the results of which some 
business men are reluctant to ac- 
cept and, on the other hand, per- 
haps others accept without the 
necessary reservations,” the report 
said. 

The committee warned that 
there tis always danger that error 
in government statistics will go 
unchallenged merely because they 
are backed up by the prestige and 
authority of the government. It 
also objected to long-range pro- 
jections by government agencies. 

“Such projections call for bal- 
ancing of divergent trends, con- 
jectures as to the effect of chang- 
ing factors, and often critical ap- 
praisal of official plans and poli- 
cies,” it said. 


Craigie to Britannica 

Chester F. Craigie Jr., who has 
heen in the public relations de- 
partment of J. Walter Thompson 
Company since 1940, has been ap- 
pointed advertising manager of 
Encyclopaedia Britannica, Chicago. 
He will supervise advertising for 
the Encyclopaedia Britannica, 
Britannica Junior, the Encyclo- 
paedia Press and other publica- 
tions of the company. 


Hudnut Sponsors Sablon 


Richard Hudnut, through Ken- 
yon & Eckhardt, has signed to 
sponsor Jean Sablon, the French 
singer, on the CBS network start- 
ing Nov. 9. The program will be 
aired for DuBarry lipstick and 
face powder Saturdays at 7:15- 
7:30 p.m., EST, with a rebroad- 
cast for the West Coast at 12:45 
a.m., EST, Sundays. 


Issues Self-Service Book 


Progressive Grocer, New York, 
has pubished a new book, en- 
titled “Self-Service Food Stores,” 
which contains 299 pages of in- 
formation on the operation of self- 
service food’ markets with 250 
photographs and over 125 draw- 
ings of fixtures and store floor 
plan department organization dia- 
grams. 


FOR BETTER HOUSE 
ORGANS 


An evening course on editing 
institutional publications — 
Thursday 6:30 pm to 8:00 pm 
Charles J. Morse — Instructor 


Course starts October 24th—8 
week term—tuition $9.00 


Other courses on Journalism, 
Public Speaking, Hobbies, etc. 


Central YMCA 
Adult Education Program 
19 S. La Salle Street 
Central 6787 
Chicago, Illinois 
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BREAKS ALL SIX-MONTH RECORDS | 


This is a post-war report on circulation growth 
of The New York Times. 

In the six months ended September 30, the 
Sunday net paid sale of The Times was 1,002,883. 
This represents a gain of 150,901 over the same 
period last year, a gain of 214,337 over 1941 and 
an all-time high record for any six month period 
in The Times history. 

Weekday circulation averaged 538,978, an 
increase of 7,520 over last year and 83,153 over 


the corresponding six month period of 1941. 


There is a reason for every circulation gain. 
During the wartime period of drastic newsprint 
restrictions, The Times maintained its usual, com- 
plete news coverage as its most important re- 
sponsibility. As a result, thousands of additional 
readers turned to The Times, particularly those 
who demanded all the news, all the time. 

Post-war circulation records clearly demon- 
strate that interest in The Times has continued to 
increase. The Times emerges today stronger, bet- 


ter able than ever before to serve its advertisers. 


he New Work Times 


“ALL THE NEWS THAT’S FIT TO PRINT” 
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Guild Unit Seeks 
State Mediation 
° a a - 

in ‘Look’ Dispute 

NEw YorkK—The strike at Look 
was still in the threat stage this 
week, 

Since AA’s last report (Oct. 14), 
leaders of the magazine’s Ameri- 
can Newspaper Guild unit have 
met with management, and while 
there are indications that the is- 
sues may be settled amicably, Paul 
Marcus, chairman of the guild 
unit, said management’s offers 
were still “unsatisfactory.” Mr. 
Marcus said a guild unit meeting 
had voted to reject the offers, and 
to call in a mediator from the New 
York state mediation board. 

A spokesman for Look’s man- 
agement reported he had heard 
nothing from the state mediation 
board. He said that the guild unit 
had dropped previous demands for 
changes in payment of severance 
pay to dismissed employes which 
were in violation of the magazine’s 


guild contract, and that the sole 
issue remaining was preferential 
rehiring, and indicated that the 
issue would be settled without a 
strike. 


Skelton Heads the List 
of Pacific Hooperatings 


The September Pacific Program 
Hooperatings Report lists Red 
Skelton first among the first 15 
programs on the Pacific Coast with 
“Mr. District Attorney’ second, 
and “The Whistler” in third place. 

The report showed an average 
evening audience rating of 6.6, an 
increase of 0.6 from the last re- 
port, and a decrease of 0.6 from 
the rating for the same period in 
1945. The average daytime audi- 
2nce rating was 3.4, up 0.4 from 
the last report, and down 0.3 from 
a year ago. 


Rival Appoints Warner 


Richard G. Warner, formerly 
sales promotion director of House 
Beautiful, has been appointed di- 
rector of sales of Rival Mfg. Com- 
pany, Kansas City, Mo., effective 
Nov. 1. 


Price Decontrol 


Nears, Heralds 
‘AT Free Market 


Production Gains, 


but Labor Remains 
Question Mark 


WASHINGTON — Federal regula- 
tory agencies were on notice this 
week that the era of wartime con- 
trols will come to a close in the 
immediate future in favor of the 
long-discussed return to a free 
market. 

While a time table for liquida- 
tion of most of the remaining war- 
time controls has not been re- 
leased, President Truman has pub- 
licly stated that decontrol of non- 
agricultural products will be 
rushed and that wages, too, will 


be decontrolled. 

Already thousands of items have 
been decontrolled. Under the new 
policy, presumably OPA is to move 
rapidly toward decontrol in the 
immediate future of such things as 
radios, electric irons, bread and 
coffee. 

By the end of the year, broad 
groups of other items will be on a 
free market, including possibly 
electric and gas ranges, water 
heaters, trucks, farm tractors, and 
canned foods. 


Speculation Encouraged 


Decision to decontrol meat, with 
full knowledge that prices will 
skyrocket and stay high several 
months, involved a confession that 
price control under existing de- 
control and price adjustment un- 
certainties spawned speculation. 

The President frankly conceded 
that the system was working so 
badly that, like prohibition, it was 
encouraging disrespect for law and 
order. 

Long before the President ac- 
cepted the ineffectiveness of OPA 


gigantic housing program, take a new 
look at these Oregon statistics: 


Timber + 20% of the nation’s stand- 
ing timber grows in Oregon. 


Furniture - Portland is the center 
of the West's fast-growing furniture 


industry. 


Plywood - Oregon now isa leading 
factor in plywood production. 


It's easy to see that this means big 
business for Portland... key city in 
Oregon's industrial boom. For KEX, 
Oregon’s popular American Network 
outlet, it will mean a still bigger, 
still more active market. 


To reach the 600,000 people in the 
busy, bustling Portland area.. ask 
the man from Paul H. Raymer Com- 
pany about availabilities on KEX! 


| THE LIGHT of Uncle Sam's 


PORTLAND, OREGON 


5,000 WATTS 


WESTINGHOUSE RADIO STATIONS Inc 


KYW <KDKA WBZ 


Represented nationally by NBC Spot Sales —Except KEX. 4 
KEX represented nationally by Paul H. Raymer Co. } 


WBZA WOWO KEX 
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as reconstituted in August, OPA 
staff members came to feel that 
they had become a price adjust- 
ment rather than price control 
agency. 

Morale of employes schooled in 
the Bowles’ “Hold the Line” tra- 
dition sagged. Privately -they 
termed the price control act a 
“profit insurance act’? because of 
provisions requiring them to allow 
prewar markups. 


Baker Resigns Post 


One of the most important per- 
sonnel breaks came last week, 
with the resignation of Geoffrey 
Baker, deputy administrator for 
price. For four and one-half years 
the former General Foods Sales 
Company executive had served as 
food pricing executive, director of 
rationing and as adviser to the 
Office of Economic Stabilization. 

In facing further inflation of the 
family food budget, President Tru- 
man put his reliance on the ‘‘con- 
stantly growing stream of goods 
from our factories, our mines and 
our farms.” With 58,000,000 peo- 
ple working, including 10,000,000 
veterans, he felt production would 
rapidly close the gap between sup- 
ply and demand. 

During past weeks production of 
radios, electric irons, water heat- 
ers, gas and electric ranges, 
vacuum cleaners and washing ma- 
chines has been racing along at 
rates of 23 to 60% above prewar. 
Automobiles and refrigerators have 
suffered from shortages of parts. 


Labor’s Decision Awaited 


Despite these production rec- 
ords, there remained a question 
whether labor would stick to the 
job in the face of a further in- 
crease in the cost of food. Presi- 
dent Truman noted that the wel- 
fare of both industry and labor 
now rests almost entirely on main- 
taining uninterrupted the current 
output of goods. 

Shortages of steel and compo- 
nents were still serious despite ef- 
forts of CPA chief John Small to 
shift remaining building materials, 
textile and raw materials controls 
elsewhere and close down his 
agency. Several materials as well 
as rent will be controlled for some 
time, the President indicated. 

Mr. Small turned down a request 
of electric range manufacturers 
who wanted a priority on steel. 
“We now have practically full pro- 
duction and full employment,” the 
CPA chief said. “Extra steel for 
one industry can only come from 
taking it away from others that 
need it just as much.” 


Standard Outdoor 
Adopts New Code 


Standard Outdoor Advertising, 
Inc., newly organized sales organ- 
ization representing 55 outdoor 
advertising plants in 1,600 cities 
and towns, has adopted a new 
code of practice, in connection 
with which it will give advertisers 
nine months’ advance information 
on rate changes. 

E. C. Donnelly, John Donnelly & 
Sons, Boston, has been elected 
president of Standard; John E. 
Brennan, New York, executive 
vice-president; Cy Coggins, C. A. 
Swanson and Parker James, vice- 


presidents; Leonard Dreyfuss, 


| United Advertising Corporation, 


Newark, treasurer, and E. R. Betts, 
secretary and assistant treasurer. 


No Burton Browne 
client has a 
competitor with 
better advertising 


ADVERTISING 


Complete Agency Service 


619 N. MICHIGAN, CHICAGO II « DEL. 8300 
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Bears sleep all winter. But people...the kind of wide-awake people 

who buy what you're selling...they’re never busier than in the winter months. 
The 18,000,000 unhibernating Americans you can reach this winter 

via the Standard Outdoor Advertising Network have billions of dollars to spend. 

In November, December, January and February they eat more food...wear 

more clothes...burn more fuel...use more drug products... buy more household 

appliances ...spend more money. They're on the go. They're in a buying mood. 
Winter’s a lot busier now than when grandpa was a boy. And today 

outdoor advertising can do just as hearty a job for you in winter as in summer. 


Put a year-round punch into your sales mes- 


sages by using the Standard Outdoor Ad- 
STANDARD 


vertising Network this winter. It can 
bring a lot of business your way. Ss OUTDOOR 
; ADVERTISING 


dh 


525 LEXINGTON AVENUE, SHELTON BUILDING 
NEW YORK 17, N. Y. - ELDORADO 5-2232 
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FOOD TOPICS 


FOOD TOPICS—Published 
Fortnightly 


First Issue—January 13, 1947 


Ee aS 2 


Wuen grocers in 25 cities were asked—“Is there a real need in the 


retail grocery field for a national food newspaper ?” 


99.2% said “YES” 


When supermarket operators—chain store executives—chain store 
managers — and high volume independent grocery store owners were 
handed a sample copy of the new Foop Topics and queried—If there 


is such a need, (for a national food newspaper) is Foop Topics the 


answer to that need?” 


97.1% said “YES” 
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EACITEM EWV7 


@ Ask to see proof of Foop Topics almost un- 
believable pre-publication reader acceptance. 


@ Ask to see the scientifically compiled studies 
which measure grocers’ reaction to every one 
of the dramatic new Foop Topics editorial 
features. 


@ Ask to see the readership ratings on the 
limited number of dominant special posi- 
tions still available, but going fast. 


@ Challenge us to present proof in support of 
our belief that Foop Topics is destined to be 
the most talked about, most exciting, best 
read trade paper in the retail food field in 
1947. 


TOPICS PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


A suggestion to grocery trade manufacturers and 
their advertising agents — 

Why not wire for facts today? 

Why not get a collect telegram off 

to the nearest Topics Publishing Company 
office right now? If you’re planning 

on a big year in 1947—and, 

if a really big trade paper can help 

you achieve your end—you’ll want to get 

the Foop Topics story—and fast ! 


Chicago 11, Illinois 
520 North Michigan Ave. 


Cleveland 14, Ohio 
825 Williamson Bldg. 


Atlanta 3, Georgia 
22 Marietta St. 


Los Angeles 13, Calif. 
816 W. 5th St. 


San Francisco 4, Calif. 
Don Harway Co. 
68 Post St. 
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Advertising 


THE NATIONAL NEWSPAPER 
Trade Mark ‘Registered 
Issued every Monday by Advertising Publications Inc., 100 E. Ohio St., Chicago, 11 
(Del. 1337), 330 W. 42nd St., New York, 18 (Br. 9-6431), National Press Bldg., Washing- 
ton 4, D. C. (Re. 7659). European Headquarters, 2 Gt. Bushy Drive, London N. 20 
(Hillside 1137). G. D. CRAIN, JR., president and publisher. S. R. BERNSTEIN, C. B. 
GROOMES, O. L; BRUNS, J. H. REARDON, vice-presidents. B. G. REHM, treasurer. 
Member Audit Bureau of:Circulations, Associated Business Papers, 
National Publishers Association, Advertising Federation of America. 


Age 


ARKETING 


EDITORIAL 
Editor, $. R. Bernstein 
Executive Editor, Lawrence M. Hughes 
Managing Editor, John B. Miller 
Washington Editor, Stanley E. Cohen 
Associates: New York: George Bider- 
man, John Crichton, Richard K. Doan, 
Frances Jameson. Chicago: Murray E. 
Crain, Emily C. Hall, Robert Murray, Jr., 


Charles B. Cunningham, Jeanne 
Scharnberg 


European Editor, Fernand Marteau 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities 


ADVERTISING 
Advertising Director, Charles B. 
Groomes 
Manager Sales and Service, G. D. Lewis 
Manager Promotion and Research, J. P. 
Dobyns 
NewYork:T. K.Worthington, G.A.Ahrens, 
Halsey Darrow, O. O. Black, Robert Snow 
Chicago: O. L. Bruns, Western Adver- 


tising Manager, J. F. Johnson, Martin 
E. Tullberg 


San Francisco (4): Simpson-Reilly Ltd.» 
Russ Bidg., Wm. Blair Smith, manager 


Los Angeles (14): Simpson- Reilly Ltd., 


Garfield Bldg., Walter S. Reilly, man- 
ager 


10 cents a copy, $2 a year in the United States. Foreign 
postage extra. John. H. Reardon, circulation director. 


Advertising and a Free Press 


Early this month, Col. Eberhard 
P. Deutsch, head of a New Orleans 
law firm and recently legal adviser 
to General Mark Clark, delivered 
an extremely thoughtful and pro- 
vocative talk on freedom of the 
press before the annual meeting of 
the Southern Newspaper Publish- 
ers Association. Said Col. Deutsch: 

“The aim of this discussion is 
simply to demonstrate, as I am 
satisfied that I can do, that the 
principal ingredient of freedom of 
the press is advertising under a 
system of free enterprise. . . 

“It is a popular misconception, 
especially among publishers, that 
liberty of the press belongs to 
them. It does not. It is a right 
inherent in the people as a whole, 
to have information and opinion 
disseminated to them without gov- 
ernmental interference. To put it 
simply, the right is one to read 
rather than to print. 

“The fight for a free press has 
centered in a constant struggle for 
the widest possible distribution of 
papers; in other words, on cheap 
circulation. That is the main por- 
tal which the advertiser has swung 
open to the public to whom the 
free press belongs. 

“Finally, advertising itself has 
achieved a certain news value. The 


public’s right to a free press in- 
cludes the right to read the mes- 
sage conveyed by the advertiser 
through the publisher.” 

“There are those who contend,” 
Col. Deutsch said, “that the press 
in the United States is controlled 
by advertisers; and that such con- 
trol is even more deleterious than 
governmental supervision. There 
unquestionably have been, and 
still are, instances of undue ad- 
vertiser influence in newspaper 
policy. . . Truth in advertising is 
equally as essential to the main- 
tenance of freedom as truth in 
news, as far as the reading pub- 
lic is concerned... 

‘Whatever may be the potential 
threat to a free press from adver- 
tising by so-called capitalistic in- 
terests, history furnishes no basis 
for any suggestion that this lib- 
erty has been infringed seriously 
by such influences. We, the 
public, must oppose governmental 
encroachment, in any form, on 
free enterprise in newspaper pub- 
lication. You, the publishers, must 
combat such governmental en- 
croachment by guarding scrupu- 
lously against the infiltration of 
undue advertiser influence into 
any of your policies.” 

This is sound doctrine. 


Management Slowdown? 


For more than a year we have 
been hearing about labor slow- 
downs, with consequent decreases 
in productive efficiency and rising 
costs. Now comes the charge of a 
similar, and equally serious, slow- 
down in management circles. 

The management slowdown 
charge doesn’t come from the CIO, 
the AFL or any of the “subver- 
sive” elements you can think of. 
It was voiced before a national 
sales meeting of Mutual Benefit 
Life Insurance Company in Chi- 
cago last week by that organiza- 
tion’s board chairman, W. Paul 
Stillman. 

Mr. Stillman said the “manage- 
ment slowdown” is evidenced by 
“Friday to Tuesday weekends; the 
summary attention given to the 
morning mail, and the too hasty 
delegation of important tasks to 
subordinates who cannot get 
away.” 

We must confess that Mr. Still- 
man’s notion of a management 
slowdown had not occurred to us, 
but it seems reasonable. The fact 


seems to be that all of us have 
slowed down since the end of the 
shooting took the pressure off us, 
and too many of us are reluctant 
to speed up a bit once more. 

Of course, most executives will 
insist that if a management slow- 
down exists it has been brought 
on by pricing and materials short- 
ages and labor difficulties which 
are so discouraging and so im- 
possible of solution that a do-lit- 
tle-or-nothing attitude is forced 
upon management. To a consid- 
erable extent this is true, but it is 
also true that the difficulties which 
now confront us can be turned 
into a convenient excuse for going 
on an extra fishing trip, or play- 
ing golf more frequently, while we 
“wait out” the situation. 

No management executive 
should need to be reminded that 
the development of a passive atti- 
tude of this kind can be extremely 
harmful, with one possible result 
being that the situation will work 
itself out in a manner none too 
pleasing to management. 


"This is a genuine Zippo —I'll buy it." 
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—Zippo Mfg. Company 


en 


In Trustland 

The Continental Bank & Trust 
Company, New York, has turned 
up with some bright and original 
copy, the more so _ because it 
borders on a fairly grim theme. 
The Gilbert & Sullivan headline 
refers to the multitude of ill- 
informed advisers who descend on 
a widow after her husband’s death, 
and the copy points out nicely 
that banks are specialists in man- 
aging estates and trust funds. 
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So, too, are ber sisters, cousins and 
sunts (not shown in the picture) 
together with uncles, on both sides, and 
0 mack of in-laws, 
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tion w the subject is “, in True 
land,” a little book illustrated with 
Eawings like the “Alice” originals, 
which you may have if you will wrice 
your name in the White space opposie 
‘sod mail this advertisement © us 


The CONTINENTAL 


BANK & TRUST COMPANY 


of NEW YORK 


MAIN OFFICE: jo BROAD STREET, NEW YORE 
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The copy goes on to offer a book- 
let called “Alice in Trustland,” a 
book illustrated with drawings 
much like the Carroll original, 
and detailing the functions of a 
trust. 

You won’t find a coupon in this 
advertisement, because the copy 
tells any interested readers simply 
to write their names in the white 
space opposite the copy, and mail 
the ad to them. 


Twice Burned 

A couple of weeks ago we told 
you that we thought an advertise- 
ment for a Chicago advertising 
agency, presumably composed by 
a copy chief who promised a new 
account his personal attention, 
and that the account would “get 
the breaks,” was unethical and 
stupid. 

The following week, it appeared 
in the classified columns of this 
family journal. Same slant, same 
copy, same stench. 

It’s proof, we guess, that our 
eager classified men are either 
unfamiliar with, or undeterred by 
the viewpoint of the editorial 
page. 


In Bustland 

This is a sad story, but prob- 
ably not for the reasons United 
Artists thinks it is. It seems that 
Andrew Stone produced a picture 
starring Eddie Bracken and Pris- 
cilla Lane. Mr. Stone would like 
a double entendre title, and this 
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Epithet 


is a consecutive list of the ones he 
proffered to the Johnston office, 
to have each rejected. 

“Stripped for Action” 

“Hot and Bothered” 

“A Ticklish Spot” 

“Strange Bedfellows” 

“Here We Go Again” 

The gallant producer finally pro- 
duced “Nip and Tuck,” which the 
censors passed. According to the 
United Artists release, “the moral 
of this story is that it always pays 
to keep trying.” Not having a 
well-developed censorial mind, we 
aren’t quite certain what was 
wrong with “Here We Go Again,” 
which may have erotic meanings 
which escape our pristine bringing 
up. But we would be willing to 
guess that, if there is a moral, it 
is that it’s often easier to clean 
something up than to make it 
passably dirty. 


During the course of the trial in 
Columbus, Tenn., the New York 
Herald Tribune reported that its 
reporter, Vincent Sheean, was de- 
scribed as “a Communistic ....”; 
on the same day the Daily Worker 
reported that the reporter was 
described as “a ....... “ 

There’s probably a moral here 
somewhere. 


Jottings 

From Pittsburgh Plate Glass 
Company’s color consultant, Ray- 
mond Quinn, we learned of the 
contributions of color to “Duel in 
the Sun,” which apparently uses 
various colors to play on the emo- 
tions of the audience. Green for 
repose and ease, red for passion, 
blue for calm and depression. The 


| the-job 


five-page release left us feeling— 
oh, a little violet... | 

The Sheppard Envelope Com- | 
pany has finally developed some- | 
thing we’ve long wanted. The| 
flaps of its envelopes have mint-| 
flavored adhesive... | 

On “Holiday Inn,” a variety | 
show over WPEN, sponsored by | 
Philadelphia Dressed Beef Com-| 
pany, winners in the quiz portion | 
get certificates for dressed beef. . . 

Things-are-tough-all-over note: | 
DeWitt Eaton, vice-president of | 
AMI, Inc., juke box maker of | 
Chicago, says that the juke box | 
operators are going to be forced | 
to charge a dime instead of a. 
nickel for a single playing, three | 
plays for a quarter... 

Twelve members of the Ameri- | 
can Hairdresser staff recently | 
gathered to honor Mrs. F. J. | 
Novich, who started selling sub- 
scriptions for the magazine 26 | 
years ago... 

On Sept. 30, the St. Louis Star- | 
Times began listing nearly 100) 
major theaters in St. Louis alpha- | 
betically, along with feature pic-| 
tures. .. 
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The following documents may 
be secured without charge from 
companies sponsoring them, or 


/through ADVERTISING AGE, by any 


national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2703. Lithography’s Place in 
Printing Production. 


The folder carrying this title has 
been published by the Lithograph- 
ers National Association to supple- 
ment existing educational material 
on advertising production. De- 
signed for use in courses given by 
colleges, advertising clubs and on- 
training programs, the 
folder covers information on paper 
stock used for lithography, cost of 
plates and composition, copy prep- 
aration and other details. 


No. 2704. Pointers on Writing 
Architectural Copy. 
Architectural Record has issued 
this folder, which contains a dis- 
cussion of the presentation of 
products and services to architects, 
and a list of pointers for adver- 


tisers on writing architectural 

copy. 

No. 2705. Circulation Data Book- 
let. 


This is an analysis of daily and 
Sunday circulation of the Minne- 
apolis Star (evening) and Tribune 
(morning and Sunday) by coun- 
ties, cities and towns in Minne- 
sota, North Dakota, South Dakota 
and western Wisconsin, illustrated 
by colored maps, Tabulations in- 
clude population and number of 
families, and a page is devoted to 
market data on Minneapolis and 
Minnesota. 


No. 2706. The Farmer’s Daughter 
(Modern Version). 

This study of its women readers 
has been issued by Better Farms. 
It starts out with an “outline pic- 
ture,” of the average, describing 
her age, occupations, shopping 
habits, interest in the publication 
and so on, and then tabulates in 
detail facts about where she shops, 
what she buys and spends, and 
what brands she prefers. 


No. 2707. Selling to Restaurants 
and Hotels. 
Ahrens Publishing Company 
has issued this 96-page pocket size 
manual, which contains facts and 


‘figures, charts, graphs and tables 


about the hotel and restaurant 
businesses, and provides a survey 
of the sales potentialities of these 
two high-ranking fields. 


No. 2674. 
vey. 
Hospital Management has issued 
this report of a survey of laun- 
dry methods and procedures, sug- 
gesting the vast size of the hos- 
pital market for laundry equip- 
ment and_ supplies. Of ques- 
tionnaires sent to 1,002 hospitals, 
419 replies were received from 
nearly 42% of the superintendents 
addressed, 320 of whom reported 
that their hospitals operate power 
laundries. 


Hospital Laundry Sur- 


No. 2655. Who Advertises What? 
The Iron Age Data Folder. 
Why the Iron Age. 

The Iron Age, Chilton publica- 
tion, has issued these new folders, 
the first of which contains a page- 
by-page analysis of its advertising 
during 1945. The second provides 
a wealth of information about the 
metal-working industry and how 
The Iron Age covers it, and the 
third contains a study of the pub- 
lication’s readership. 
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Never Underestimate the Power of a Woman! 


-_— re eo ew oF ee ew ae a Se es es ea es ee ee eet oe ee es oe oe ee ee ee a ee 


The October Ladies’ Home Journal 
carries the greatest dollar volume 
of advertising ever contained in a 
single issue of ANY* magazine ever 
published — $2,146,746. 


om" JOURNAL 


* ANY, that isl 
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Stations Find BMB 
Reports Bolster 


Coverage Claims 


Maps Generally Jibe 
with Conservative 
Estimates, They Say 


NEw YorK—Some 700 radio sta- 
tions throughout the U. S., scan- 
ning their first Broadcast Meas- 
urement Bureau station-audience 
reports recently and comparing 
them with earlier studies and esti- 
mates of station coverage, found 
in many cases that the BMB maps 
exceeded the station’s half-milli- 
volt contours, were similar in area 
or smaller than their fan mail 
maps, and generally comparable 
to their network maps, a random 
sampling by ADVERTISING AGE in- 
dicated. 

Although there were many ex- 
ceptions, the BMB findings seemed 
in a™majority of cases to confirm 
the stations’ claims on coverage 
where they have been fairly con- 
servative. 

A typical answer came from 
WAGE, 1,000-watt ABC outlet in 
Syracuse, which reported: “BMB 
gives WAGE 187,600 families day- 
time and 155,870 families night- 
time. Audience maps exceed one 
half millivolt contour but square 
up generally with our own mail 
map and our own audience esti- 
mates.” 7 


Most In Agreement 


WSYR, 5,000-watt NBC affiliate 
in Syracuse, found the BMB maps 
“generally fit our previous maps 
and data.” 

WFBL, 5,000-watt CBS outlet 


This advertisement is ad- 
dressed to advertising agen- 
cies whose clients have man- 
ufacturing plants located in 
the cities listed below: 


ILLINOIS MICHIGAN 
Edwardsville Albion 
INDIANA a 
Alexandria Cheboygan 
Bicknell] Coldwater 
Bloomfield Dowaegiac 
Bloomington Escanaba 
Columbia City Grand Haven 
Decatur Greenville 
Elwood Helland 
Frankfort lonia 
Greensburg Iron Mountain 
Huntington Manistee 
Jasper Marquette 
Linton Marshall 
Martinsville Midland 

Mt. Vernon Mt. Pleasant 
New Castle Niles 
Plymouth Petoskey 
Portland Sault Ste. Marie 
Rochester South Haven 
Rushville Sturgis 
Shelbyville Three Rivers 
Spencer Traverse City 
Union City Ypsilanti 
Valparaiso 

Vincennes 

Washington MINNESOTA 
Winchester Moorhead 


If your client desires to improve 
their Employee-Plant or Com- 
munity-Plant Relations in these 
communities perhaps we can help 
you develop a program. 


SCHEERER SERVICE 


35 E. Wacker Drive., 441 Lexington Ave., 


Chicago 1, IH. New York 17, N. Y. 
Phone: State 7042 Ph. Murray HIll 2-2428 


in Syracuse, said the BMB report 
“confirms that our long estab- 
lished policy of conservative claims 
of coverage has been correct.’ 
BMB gives WFBL 16 counties 
with 144,320 families daytime, 12 
counties with 141,370 families 
nights, while WFBL’s half milli- 
volt map shows nine counties with 
a total of 190,000 radio families 
for days and six counties with 
154,000 radio families for nights. 
The station’s mail map coincides 
with its five-millivolt area, the 
station reported; the CBS 1944 
map gives WFBL a “daytime total 
net weekly circulation” of 150,662 
and nighttime figure of 143,266. 
Syracuse’s fourth station, WOLF, 


Mutual 250-watt affiliate, 
the BMB report “strikingly simi- 
lar to our mail maps for August 
and September,’ adding that 
“low BMB requirements extend 
our coverage considerably outside 
half-mil contour day and night.” 


Others Jibe Well 


WCSC, CBS outlet in Charles- 
ton, S. C., operating with 1,000 
watts days and 500 watts nights, 
was “well pleased with BMB re- 
sults,’ which gave the station 59,- 
680 families days, 46,630 nights. 
BMB maps gave WCSC “substan- 
tially larger’ coverage than in- 
dicated by its half-millivolt map, 
but “compare favorably” with the 


found | 


station’s mail maps. 
In the case of WBRC, Birming- 
ham, Ala., 5,000-watt NBC outlet, 


BMB’s maps were “practically 
identical” with the station’s net- 
work maps, but represented 


“somewhat less’ coverage than 
the station estimated it had. The 
BMB maps also were smaller than 
WBRC’s mail maps, but gave the 
station 235,830 families days and 
182,700 nights. 

WOR, Mutual’s key station in 
New York, announced that its 
BMB maps “show that previous 
claims made by WOR, based upon 
studies of the Nielsen area, our 
sales intensity area and our guar- 
anteed area, were ultra-conserva- 
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tive.”” BMB’s daytime map gives 
WOR 244 counties in 14 states; the 
nighttime map shows 430 counties 
in 18 states. 


Smaller Stations Benefit 


WSBT, 1,000-watt CBS affiliate 
in South Bend, Ind., got a BMB 
daytime audience of 70,360 fami- 
lies in eight counties, a night 
audience of 61,020 families in six 
counties. The BMB daytime map 
“conforms almost exactly” to 
WSBT’s half-millivolt contour, the 
station reported, but “represents 
only about one-fourth” of the mail 
map. WSBT also reported that 
BMB “adds two counties to both 
day and night CBS maps and 
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places all of them in primary 
coverage areas, whereas network 
credits WSBT with only one pri- 
mary county and puts others in 
secondary and tertiary.” 

The BMB report for WCOU, 
250-watt Mutual outlet in Lewis- 
ton, Me., “greatly exceeds our 
audience estimates,” the station 
reported. Report gives WCOU 31,- 
430 daytime families and 27,850 
nighttime. BMB maps exceeded 
WCOU’s half-millivolt area, com- 
pared favorably with the station’s 
fan mail maps, but were “far 
ahead of” the network map for the 
station. 

BMB gave WENY, 250-watt Mu- 
tual and NBC affiliate in Elmira, 


N. Y., 47,350 daytime families and 
38,620 nighttime families, exceed- 
ing network and the station’s own 
estimates, but BMB’s maps cor- 
responded closely to WENY’s half- 
millivolt and mail response areas, 
the station reported. 

Several stations reported they 
have not yet had time to analyze 
BMB’s findings in comparison with 
their earlier coverage claims. 

Seven Philadelphia radio sta- 
tions, all BMB subscribers, an- 
nounced they had agreed to ex- 
change their BMB reports so each 
can compare its coverage with that 
of its competitors. Hugh Feltis, 
BMB president, met in Phila- 
delphia with representatives of the 


ie 


stations — WCAU, WFIL, WIP, 
WPEN, KYW, WIBG and WDAS— 
to answer questions concerning the 
reports. 

Stations in a number of cities 
are planning to follow suit on the 
Philadelphia plan, it is under- 
stood. 


Champlain to Tyson 


Champlain Company, Bloom- 
field, N. J., manufacturer of roto- 
gravure presses, in-line letterpress 
equipment and Registron, an elec- 
tronic color register control de- 
vice, has placed its advertising 
with O. S. Tyson & Co., New York. 
Direct mail and business papers 
will be used. 


DoAll Booklet 
Explains Machine 
Age for Laymen 


DeEs PLAINES, ILL.—DoAll Com- 
pany, maker of machine tools, has 
printed a 56-page booklet, “Your 
Life in the Machine World,” which 
explains graphically how the in- 
dustrial and machine age has de- 
veloped and the effect it has on 
world population and the mem- 
bers of it. 

The booklet and a 19x25-inch 
wall chart, “History of the Ma- 
chine Age,’ have been prepared 
for free distribution not only to 


November 2nd, 


Columbia's key station 


changes its call 


from WABC to 


WCBS 


For the listener, America’s foremost station thus be- 
comes unmistakably associated with the network which 


has made it great. 


WCBS advertisers, local and national-spot, will profit 
from the explicit linking of station-call and network-call 
...Station program and network program. ..station pres- 


tige and network prestige. 


CBS network advertisers, too, will share new advan- 
tages from this reinforced identity between network pro- 
gram and local outlet. For instance: national program 
promotion, in whatever form, is now automatically trans- 
lated into localized promotion for more than 13 million 


people. 


Sponsors and agencies already have recognized the com- 
pelling logic in this change. 
Some of them ask why we didn’t think to make it years ago. 


We should have. 


Still 880 on your dial. 
Still the key station of the 


Columbia Broadcasting System 


On the same date, WABC-FM changes toWCBS-FM. 
WCBW, Columbia’s New York Television Station, changes to WCBS.-TV. 
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industrial executives but to their 
employes, to schools and others. 

The booklet uses numerous il- 
lustrations and charts to show 
how life has been affected, for the 
better, by development of various 
machines. The booklet was writ- 
ten by Leighton A. Wilkie, chair- 
man of the board. 


‘Californian’ Names York 


Gordon B. York, who during 
war served as a first lieutenant 
in the Italian campaign and before 
that was onthe New York staff 
of Talon, Inc., has joined the New 
York office of the Californian, 
California Stylist and the Cali- 
fornia Apparel News as advertis- 
ing representative. 


Rodger to McGraw-Hill 


John H. Rodger Jr., recently re- 
leased from the Navy, where he 
spent two years in the South Pa- 
cific theater, has been appointed 
western representative of the di- 
rect mail division of the McGraw- 
Hill Publishing Company. His 
headquarters will be in Chicago. 


“WE SPEND THOUSANDS of dollars 
to develop our products...why not a 
few cents more to sell them more eas- 
ily in the coming buyers’ market? 


“Why shouldn't our salesmen show 
our line in V.P.D. transparent plastic 
envelopes...either in standard ring 
books or ready-made presentation 
books?** No more messy advertising 
reprints, .finger-marked photos, dog- 
eared circulars...not with V.P.D. 


“So I ordered them for all my sales- 
men...and found they clicked. What 
reports: ‘My prospects LIKE to look 
over our line.’ ‘They make a neater, 
snappier presentation.’ ‘Those V.P.D. 
show-window envelopes work so well 
they give me extra confidence.’ 


“Moreover, we're saving money, time 
and trouble because V.P.D. plastic 
envelopes extra protection eliminates 
wasteful replacements of worn-out 
photos and literature.” 


Business firms and individuals have bought mil. 
lions of dollars worth of our beautiful, crystal 
clear holders and covers...the very best on the 
market today. 


The simple ideo of smarter selling with V.P.D. 
is oll yours...just osk your dealer. If he does 
not corry V.P.D., write us. 


*V.P.D. MEANS VISIBLE PROTECTIVE DISPLAY 


**V.P.D. handsome leatherette-covered presen- 
tation books with 16 or 24 tronsperent, letter 


size windows, come bound in spiral or swing-o 
ring that tokes extra poges up to %/," thickness. 


JOSHUA MEIER COMPANY 


36 East 10th Street * New York 3, N.¥% 
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$28,500 Paid For Guernsey 
Bulj—and sold to a Massachusetts Breeder 


At Ipswich, Mass. on September 16th, a three-year-old Guesnsey bull, 
Argilla Royal Philosopher, was sold for $28,500, making him one of the 
highest priced Guernsey's ever sold at auction. At this sale 89 Guernsey's 
were dispersed at auction for $212,700. 

New England Homestead carried the news of this sale in its September 
28th Animal Husbandry Number, which carried more than 
10,000 lines of livestock and breeders’ advertising. 


Breeders are large buyers of equipment and supplies for 
both farm and home. 


To sell the New England farm market—you 
need the local influence of the Homestead. 
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19 Food Groups 
to ‘Educate’ 
Food Editors 


Cuicaco—Nineteen leading or- 
ganizations in the food field will 
demonstrate the newest in food 
preparation and_ kitchen  tech- 
niques before the annual News- 
paper Food Editors Conference to 
be held here the week of Oct. 28. 

The conference, which was or- 
ganized originally by the Chicago 
chapter of the American Associa- 
tion of Newspaper Representa- 
tives, is designed to provide an 
opportunity for newspaper food 
editors to bring themselves up to 
date on new foods, new methods 
of preparation, and new cooking 
techniques. It will be attended 
this year by a record of 71 food 
editors, representing newspapers 
with circulations in excess of 18,- 
000,000 copies daily. 

Manufacturers and others who 
| will cooperate to make the week 
'a truly educational one for the 


/ration; Libby, 


meee 
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‘editors will include: 


Swift & Co.; Quaker Oats Com- 
pany; Minnesota Valley Canning 
Company; General Foods Corpo- 
McNeill & Libby; 
General Mills; Admiral Corpora- 
tion; National Dairy Council; Kel- 
logg Company; Kraft Foods Com- 
pany; American Institute of Bak- 
ing; Pillsbury Mills; Wilson & 
Co.; Grocery Manufacturers of 
America; American Meat Insti- 
tute; California Wine Growers; 
Borden Company; Armour & Co.; 
Council on Candy. 

Each will arrange demonstra- 
tions or exhibits to help the food 
editors pass on new ideas to their 
readers. 


Haney Motor to Buckley 


Earle A. Buckley Organization, 
Philadelphia, has been named to 
handle the advertising of Haney 
Motor Company, Philadelphia, 
eastern regional distributor of 
Bobbi-Kar. Newspapers, maga- 
zines and outdoor posters will be 
used to introduce Bobbi-Kar in 
the areas covered by the Haney 
distributorship. 


... like California without the 


BILLION DOLLAR VALLEY 


Only the dominant local news- 
papers tap this rich and isolated 
market 


THE SACRAMENTO BEE 


is home delivered to 94 out of every 
100 families in the ABC city zone 


fers" THE MODESTO BEE 
offers 91% coverage in the ABC city 
zone; 57% of the trading area 


“SNS THE FRESNO BEE 
with the largest circulation 
between San Francisco and 
Los Angeles, gives 90% cov- 
erage in the ABC city zone 
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*Sales Management's 1946 
Copyrighted Survey 


NATIONAL REPRESENTATIVES... O'MARA & ORMSBEE, INC. 
DETROIT - CHICAGO - SAN FRANCISCO 


NEW YORK + LOS ANGELES - 


OF THE BEES 


KATING without skates is easy compared to captur- 
ing the California market without the Billion Dollar 


Valley of the Bees. 


Because you’re missing a huge and prosperous chunk 
of California... where Retail Sales, now more than a 
billion dollars, are bigger than those of any U. S. city 
except the first five... where per family food expendi- 
tures are almost a third higher than the U. S. average.* 

Nearly three-quarters of this buying power is concen- 
trated in an area dominated by The Sacramento Bee, 
The Modesto Bee and The Fresno Bee. These three 
McClatchy newspapers take you into more Valley homes 
than you possibly could reach with any other combina- 
tion of daily newspapers—local or Coast. 
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M°CLATCHY NEWSPAPERS 


THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 


Advertising Age, October 21, 1946 


Women’s Interest 
in Ads Increases, 
‘McCall's’ Reports 


New YorK—As Magazines 
hastened to resume their audi- 
ence research which had been dis- 
continued during the war years, 
McCall’s issued its third ‘Quali- 
tative Study of Magazines,” and 
reported—among other things— 
that advertising has climbed to 
seventh place among women’s in- 
terests in magazine content. 

In 1939, advertising was ninth 
among interests, with a percentage 
rating of 16. In 1941, it was 
eleventh, and dropped from the 
listings. In 1946 the study shows 
advertising seventh with a rating 
of 23%. 

The current study is divided 
into two parts, a qualitative study 
made in Milwaukee, and a na- 
tional one in 153 communities in 
32 states, plus an interpretive 
evaluation survey. The interviews 
were made by Alfred Politz Re- 
search, and were conducted during 
the weeks of April 25-May 18. 


A Qualitative Study 


McCall officials emphasize that 
this study was not an effort to 
measure magazine circulation, but 
rather an effort to help advertisers 
use magazines more effectively by 
reporting what women read and 
value in a representative group of 
22 magazines. 

In the qualitative study, some 
5,387 women were interviewed. 
A “quota crew” with freedom of 
choice of households within a 
given assignment, and “precision 
crew’’ with inflexible assignments, 
were employed. Their findings, 
based on identical questionnaires, 
were checked against each other. 
The object of the check was not 
devaluation of the quota sample, 
but to see what biases might affect 
qualitative studies. 

The study, which breaks down 
its findings by distribution of 
magazines, interest, content, and 
provides breakdown of methods 
and interpretation, is available 
from the magazine’s headquarters 
at 44 Madison Ave., New York. 


‘Public Works’ Appoints 

Robert J. Shea has been ap- 
pointed advertising representative 
for Ohio and western Pennsyl- 
vania for Public Works, New 
York. 
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Gasoline and Oil Adver- 
_tisers placed 57.2% of 
their 1945 lineage in the 
_ Buffalo Courier-Express. 


Figuring daily lineage alone, 
52.8% appears in this favorite 
Buffalo newspaper. All of which 
is one more bit of evidence that 
“whether you sell to men, or 
‘women, or both... 
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q BUFFALO'S ONLY 
MORNING & SUNDAY NEWSPAPER 
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The Golden Fleece’s Head... 


Lapies who abided by “the most agreeable fashions of London, 


Paris, and Dublin”... went to George Bartram’s, woolen wares, 
on Second Street, Philadelphia, in 1772... for “imports by 
the latest vessels from Britain and Ireland... broadcloths in 
Mazarine blue, Saxon, copper or claret. . . mix’d elegant 
coloured cloths, mill’d drabs for great coats and hussar cloaks” 


... While squires selected “morning gowns or silk breeches.” 


To sympouists, the Golden Fleece which stands for Jason’s 


joust, could also be the sign of the modern journalist . . . 


an argonaut who scoops the dragon. snares stories, surmounts 


danger, difficulty, and distance .. . brings back noteworthy news, 


from beyond the seas or from around the corner . . . slays 
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4. \ 
rumor, courageously wields the sword for all public welfare . . . 
“ e 


In Puttapetpaia, The Inquirer is the fashionable medium 
chosen by 600,000 of the finest families ... gives all wool and 
yard wide coverage . . . is preferred by most of the most successful 
merchants because it has proved its productivity and profitable 
performance consistently and convincingly. Their usage of 


The Inquirer is the best testimonial for the national advertiser. 


oe 
The Philadelphia Inquirer» FEV 
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The alert, modern, sparkling editorial technique and 
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created unprecedented demand in subscriptions and 
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offers an all-time high in sportsmen’s magazines, with 
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- SPORTSMEN 


ne Features Unmatched Acceptance! 


and, big-name features of SPORTS AFIELD have met with 


‘tive | sportsmen. These SPORTS AFIELD’S exclusives have 
and | newsstand sales...with the result that SPORTS AFIELD 


with a guaranteed A.B.C. circulation of 700,000. 


Effective March Issue 1947 
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‘Shopping News’ 
in Cleveland Hits 
)5th Anniversary 


CLEVELAND—The 25th anniver- | 
sary of the Cleveland Shopping 
News—and of the shopping news- | 
paper business in the U. S.—was | 
observed here last week. 

Celebrating the occasion, the 
Cleveland bi-weekly printed a sve- 
cial 32-page supplement Monday, 
reviewing its history and growth. | 
In addition, 400 advertisers, mer- 
chants and publishers of other | 
shopping papers attended a silver 
anniversary dinner Monday night. 

The newspaper, owned by lead- 
ing downtown retailers, is the 
fourth largest of its kind in the 
U. S., with a circulation of 270,000. 
As the supplement points out, with- 
in a year after the Shopping News 
first appeared (as a weekly) here 
in 1921, similar papers were start- 
ed in Los Angeles, San Francisco, 
Oakland, Seattle and Williamsport 
and Braddock, Pa.’: 


= 5 131 Are Listed 


Discussing this field, the supple- 
ment asserts that there are shop- 
ping newspapers in 60 cities in the 
nation now, some not merchant- 
controlled but all are “modeled 
after and follow generally the pat- 
tern of their Cleveland exemplar.” 

The Cleveland paper is one of 
131 listed in “Controlled-Circula- 
tion Newspaper Rate & Data 
Guide” published monthly by Con- 
trolled-Circulation Newspapers of 
America, Cleveland. The list shows 
these papers have a combined cir- 
culation of 6,391,030, or, excluding 
eight accepting only local advertis- 
ing, 5,027,997 circulation “available 


| 


930 KC . 1000 Watts 


Soon 5000 Watts 


The Bright Leaf Tobacco Belt is 
located in Eastern North Carolina 
in one of the richest agricultural 
areas in the nation. This area has 
a population of 600,000. Last 
year’s tobacco crop alone brought 
over $175,000,000 into the 


market. 
The regional station for this 
rich and fertile market is WRRF 


. the favorite with the 67,000 
radio homes in Eastern North 
Carolina. WRRF is the only ad- 
vertising “buy” that fully covers 
this ‘‘as good as gold’’ market. 
Year after year this market in- 
creases its buying power . . . and 
year after year WRRF brings ex- 
ceptional results to its advertisers. 
Write WRRF today for full in- 
formation on selling your product 
in Eastern North Carolina. 


REGIONAL 
STATION 


NATIONAL 
PROGRAMMING 


TAR HEEL 


Broadcasting System, Inc. 


Washington, North Carolina 
National Representatives 
FORJOE & CO. 

Chicago. 


New York Los Angeles 


/to national advertisers.” 


Largest listed is the Chicago | 


1941, where our nose-counting 


Shopping News, with 700,000 cir-|leaves off, and counting also the | 


culation, followed by the Los An- |350-odd community or neighborhood 


geles Shopping News with 465,000 | 
circulation. The Detroit Shopping | 
News, which noses out the Cleve- 
land paper for third place with 
343,868 circulation, does not accept | 


‘national advertising. The 131 on! 


the list include 36 in Chicago, 17 in 
Boston and 18 in Los Angeles. Most | 


weeklies or bi-weeklies. 

Sam B. Anson, general manager | 
of the Shopping News here, told | 
AA that there is actually a circula- | 
tion of “nearer 10,000,000 total per | 
issue”’ for such papers in the U. S., | 


“counting shopping newspapers | 


weeklies, most of them in metro- 
politan cities, which are also given 
free distribution.” 


Newspaper Group Elects 


William F. Madden of the Tele- 
gram-Gazette, Worcester, Mass., 


lof the latter are neighborhood | has been elected president of the 
New England Newspaper Mechan- | 


ical Conference. George F. Mar- 
shall of the Press-Herald and 
Express, Portland, Me., has been 
elected vice-president and Walter 


C. Creighton of the Day, New Lon- | O’Mara & Ormsbee for two years | time 
Seattle in| 


don, Conn., has been reelected sec- 
retary and treasurer. 


, that have come into existence since | Spiegel Expands 


Spiegel, Inc., Chicago, national 
mail order and chain store opera- 
tor, has furthered its expansion 
program by leasing three six-story 
warehouse buildings and a three- 
story building in Chicago this 


month. The latter will be used to | 


increase Spiegel’s chain of home 
furnishing stores in the Chicago 
area. 


Returns to O'Mara 


D. I. Skinner, formerly national | 


| advertising manager of the Seattle 
| Times, has rejoined the Chicago 
_ office of O’Mara & Ormsbee, news- 
| paper representative. He was with 
'prior to leaving for 
1942. 


Advertising Age, October 21, 1946 


Adds Corning Division 

| Corning Glass Works, Corning, 
_N. Y., has appointed Charles L. 
| Rumrill & Co., Rochester, to han- 
dle the advertising of its technical 
| products division. Previously the 
| agency handled only the advertis- 
ing of the industrial, railread il- 
'luminating and lighting depart- 
| ments of the technical products 
' division. 


To Burton Browne 


Burton Browne Advertising, 
Chicago, has been appointed to 
handle the advertising of Dale 
| Dance Studios of Chicago. News- 
| papers in large cities and night- 
radio variety and music 
shows in 15-minute segments will 
be used. 


Let’s Not Talk “Coverage” But 


NEW CUSTOMERS 
AT LOW COST! 


Probably You Don’t Need Millions—But Thousands. 
So Concentrate on the Top-Flight Families— 


Easier to Sell, Worth More to You! 


@ Once you start talking customers 
instead of coverage, you open up new 


profit vistas. 


To sell one billion cigarettes a year, 
you only need to get 140,000 average 
smokers to smoke your brand. 


To sell $60,000,000 in metals a year, 
a firm has less than 6,000 accounts. 


Most businesses have fewer custom- 
ers than they think. They 


paratively few new customers for a 
healthy sales increase. 


Newsweek reaches 700,000 key Amer- 


need com- in Newsweek—so 


ican families—gives you the greatest 
concentration of leaders of industry, 
business, and government without the 
cost of multi-million circulation. 


So see for yourself if it doesn’t make 
sense to concentrate your advertising 


you can ... 
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Television Helps | 
High-Performance | 
Products: Bayne 


SCHENECTADY — Television will 
provide an especially effective ad- | 
vertising medium for companies | 
whose products demand high per- | 
formance testing, Joseph E. Bayne, 
general sales manager, Plymouth 
division of Chrysler Corporation, 
said here at a recent Plymouth and 
General Electric television show. 

Mr. Bayne spoke at an “all-auto- 
motive” video broadcast over Sta- 
tion WRGB. Excerpts from Ply- 
mouth’s new film, “Trails through 


Mexico,” were shown on the broad- 
cast. 

Television, said Mr. Bayne, will 
demonstrate quickly and conveni- 


‘ently the real benefits in safety 


and performance which advance- 
ments in engineering insure. 

“It is easy to see, for example, 
the benefits which would accrue 
both to the prospect and to us were 
he able, as he will be, to sit in his 
easy chair and watch a Plymouth 


equipped with the exclusive safety- | 


rim wheel come down a roadway at 
80 mph., have a front tire blown 
out by a special dynamite cap and 
continue on across the television 


screen without a _ swerve,” Mr. 
Bayne observed. 
Such tests, though repeated 


often, he added, have till now not 
been shown to the public and, 
when shown by video, will vastly 
aid the company’s sales efforts. 


Names Friend-Sloane 


Ellison & Spring, manufacturer 
of “Prints Charming” decorative 
table linens, has appointed Friend- 
Sloane Advertising, New York, to 
handle its account. Stephen E. 
Gegus is the account executive. 


| Colby to Seidenbaum 


Colby Lighter Corporation, 
Mount Vernon, N. Y., maker of 
pocket and table cigaret lighters, 
has appointed William G. Seiden- 
baum & Co., New York, to handle 
its advertising and merchandising. 


Sylvania Names Merkle 


Ralph S. Merkle, formerly in the 
Army, has returned to Sylvania 
Electric Products, New York, as 
manager of parts sales. He will 
direct sales of small metal and 
mica parts, wire and welded wire 
products manufactured in the com- 
pany’s plants in Emporium and 
Warren, Pa., and Jamestown, 
i 


Names Pierce Ad Director 


Quentin D. Pierce, formerly gen- 
eral sales manager of Northwest- 
ern Yeast Company, Chicago, has 
been appointed director of sales 
and advertising of Consolidated 
Royal Chemical Corporation, Chi- 
cago. Irvin Schwartz has_ been 
named sales promotion manager. 


“THE 


TOP 700,000” | 


f. 
ad the Million $ 


Balle+ 
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DO YOU SELL 


ANY PRODUCTS 
OR SERVICES 

TO INDUSTRY ? 
OR:TO BUSINESS? 


Y OU will find the 1947 Mar 
ket Data Book Number of 
InpusTRIAL MARKETING a valo 
able basic tool for planning 
your sales strategy. Every mar- 
keting, sales and advertising 
executive should have his own 
copy of this fact-packed guide 
to markets and media. In this 
one book you will find: 

* Authoritative, up-to-the-minnte 
analyses of 85 industria) and basi- 
ness markets. Basic sales facts to 
help you plan your sales and ad- 
vertising program. 

* Media facts. Circulations, rates 
and mechanical specifications for 
2,000 business papers. 

*The Media Data File. Complete 
market and media information on 
more than 200 of the country's 
leading business papers. 

* Business Reference Publications. 
A complete list of directories, buy- 
ers’ guides, catalog files and other 


forms of business reference pub- 
lications. 


Here's How This 
Book Will Help YOU 


ADVERTISING MANAGERS—SALES 
MANAGERS —ACCOUNT EXECUTIVES 


The Industria] Market Data Book 
will help you analyze the sales po- 
tential for any of the 85 industrial 
and business markets ou 
Look here first for basic market 
facts and media data. 


MEDIA BUYERS—RESEARCH MEN 


Here is the logical , jumping off 
place” for every study of ness 
and industrial markets. The basic 
facts . . . plus suggestions on 
where to look for further informa- 


COPY WRITERS—ART DIRECTORS 


To whom are you addresai 
your business Po or direct mall 
advertising? ngineers? Purchas- 
ing Agents? Doctors? Architects? 
Thumb through the pages devoted 
to each market. Study circulation 
break-downs. Note the complete 
mechanical data. Here is a real 
time-saver. 


DIRECT MAIL SELLERS 


Here is a convenient, usable 
guide to directories, business refer- 
ence publications, catalog files and 
buyers’ guides and other list 
sources. 


WHAT USERS SAY... 


‘"We consult the Market Data Took 
before we evem think of an advertising 
or sales campaign."’ 

Harry ck, advertising manager, 

Turco Products, Inc., Los Angedes, 

“I believe every advertising man ia 
this country will agree that he just can- 
not be without the Market Data Book 
in easy reach at all times.’’ 

E. T. Jones, sales promotion, 
engineering products departmert, 
Radio Corporation of Americe, 
Camden, New Jersey 

“The Market Data Book has become 
an invaluable bibliography of souree 
matertal in outlining analyses of en- 
tial markets for photography in 
ww.” 

William H. Scott, market research dept. 
Eastman Kodak Co., Rochester, N.Y. 

“The Market Data Book Number is 6 

— a market research department.” 


Fuller & Smith & Ross, Inc., Cleveland 


WATCH FOR YOUR COPY 
PUBLISHED OCTOBER 25 


The 1947 Industrial Market Data 
Book will be published October 25, 
and distributed to all regular sub 
scribers of INDUSTRIAL ARKETING, 
The Magazine of Selli and Ad- 
vertising to Business and Industry. 

Check your accounting depart- 
ment today and make sure that 

our subscription to INpustTaiaL 
MaRkKeETING is in force, and prop- 
erly addressed. Make sure that 
you will have your own copy of 
the useful, informative 1947 Mar- 
ket Data Book Number of 
InpusTRiaL MARKETING On your 
desk throughout the coming year. 


INDUSTRIAL MARKETING 


The Magazine of Selling and Ad- 
vertising to Business and Industry 
100 EK. Ohio St. 830 W. 42nd St. 
Chicago, III. New York 18 
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HOW 10 TELL HOW MANY READERS 
YOU HAVE IN ANY 


HERE ARE STATE-BY-STATE WEEKLY-MAGAZINE AUDIENCES 
States _ Audiences — States —————--———= agioages 
In Order of In Order of 
Retail Sales Collier's LIFE Post Retail Sales Collier's LIFE Post 

New York ._........ .923,000 _. .2,393,000. . . 1,429,000 Oklahoma............171,000.... 310,000.... 161,000 
California............. 968,000... .2,003,000. . . .1,183,000 Mecsas aceeaes 166,000.... 265,000.... 149,000 
Pennsylvania......... 597,000... .1,629,000.... 950,000 Dist. of Colum......... 96,000.... 214,000.... 117,000 
ae . .601,000.. . .1,258,000.... 808,000 Alabama.............142,000.... 321,000.... 142,000 
a a ee 725,000... . 1,284,000. . 661,000 Colorado.............128,000.... 213,000.... 129,000 
Michigan. ..... .. 606,000... .1,000,000.... 529,000 West Virginia.......... 115,000.... 261,000.... 149,000 
Texas . ..527,000... .1,078,000.... 513,000 Nebraska... ..157,000.... 210,000.... 122,000 
New Jersey.......... 281,000... 807,000. . 491,000 South Carolina........ 100,000.... 252,000.... 101,000 
Massachusetts... 357,000. 874,000... 565,000 Rhode Island.......... 47,000.... 129,000.... 71,000 
indleane............... 361,000. 572,000. . 314,000 Arkansas... .......... 86,000.... 200,000.... 105,000 
rs .251,000. 493,000. 309,000 Mississippi............ 96,000.... 219,000.... 103,000 
Wisconsin. ........... 256,000. 480,000. 259,000 re re eer 80,000.... 156,000.... 80,000 
Washington.......... .243,000.... 446,000. . 312,000 ere ae | 127,000.... 50,000 
Minnesota. .......... 283,000 391,000. . 249,000 a ere 57,000... 102,000.... 72,000 
Connecticut........... 165,000. . 407,000. 208,000 Arizona.............. 64,000.... 115,000.... 70,000 
Maerylend............. 146,000.... 349,000. . 176,000 Me. .............., CBR.... OF RG0.... 66,000 
I eed Din gop 6% 054 242,000. 340,000... 206,000 South Dakota.......... 48,000.... 88,000.... 53,000 
Vee... ss... SOB OOO. . 469,000... 237,000 New Hampshire....... 50,000. ... 94,000.... 56,000 
i Bee ots se nad ax 's 241,000. 396,000... 248,000 North Dakota.......... 43,000.... 80,000.... 51,000 
North Carolina... 200,000. 481,000.... 196,000 Delaware............. 24,000.... 57,000.... 31,000 
Georgia.............. . 169,000. 383,000... 187,000 New Mexico... . . 45,000.... 87,000.... 50,000 
Tennessee............ 156,000. 359,000.... 169,000 Vermont......... . 80,000... 66,000. ... £2,000 
ee 127,000. . 299,000.... 145,000 Wyoming............. 32,000....  54,000.... 34,000 
ee 232,000.... 312,000.... 175,000 Nevada.............. 22,000.... 33,000.... 25,000 
Kentucky |. 123,000.... 297,000.... 162,000 


HE Magazine Audience Group has just completed for 

LIFE the eighth Continuing Study of Magazine Au- 
diences. 

This new study for the first time shows the audiences of 
the three major weekly magazines state by state. 

The above state-by-state figures, and the national audi- 
ences figures in the accompanying chart, are to be supple- 
mented by additional analyses of magazine audiences for 
the country’s major market areas. These are now in 
preparation. 


The figures here are but a small sample of the revealing 
findings made available to interested advertisers and 
agencies by LIFE’s CSMA Report No. 8. 


Using the comprehensive data in the forthcoming report, 
it will now be possible for the advertiser to determine far 
better than ever before the size and quality of his 
weekly-magazine audience and how it fits the retail sales 
pattern. This new study also enables manufacturers to 
furnish retailers and distributors scientifically accurate 
audience totals for their sections. 
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HERE ARE THE 


20\— _ NATIONAL WEEKLY-MAGAZINE AUDIENCES 


(From Report #8, Continuing Study of Magazine Audiences) 


12,700, 000 


Lyre need 


a 


22, 990, 000 


10,900, 000 


Who directs CSMA? 


The Magazine Audience Group, which supervises the plan- 
ning and preparation of the Continuing Study of Maga- 
zine Audiences, is composed of seven of the country’s most 
distinguished statistical research specialists from industry 
and leading universities. 


This new study, CSMA Report No. 8, is another exam- 
ple, and an outstanding one, of their successful efforts to 
raise the standards of magazine research. 


.Now more than 22% million readers every week 
—the largest weekly-magazine audience in America 
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Signs Bill Stern 


Puritan Knitting Mills, through 
Alfred J. Silberstein-Bert Gold- | 
smith, New York, has signed Bill | 
Stern, sports director of NBC, to 
do a series of recorded sports- |. f 

highlights spots for distribution to | "¢reasing 


Maison Blanche 
Radio Time Grows 


NEW ORLEANS — Encouraged by 
local interest in_ its 


dealers sponsoring programs on radio programs, Maison Blanche 
local stations. Puritan manufac-|Company, department store here, 
tures sweaters, bathing — suits, | js planning to add a sports pro- 


basque shirts and water-repellent | pam for children to be broadcast 
jackets. five times weekly. 

The proposed show will be in 
addition to “Listen Ladies” (Tues- 
days and Thursdays, early morn- 
ling) and “Tomorrow’s Citizens,” 
| weekly program for children sched- 
'uled during the winter months. 

The store also sponsors. the 
“Young New Orleans Club,” a 
summer broadcast written and di- 
rected by its own’ employes. 


JOHNSTONE 
AND CUSHING AT 
155 £.44°ST. NYC. 17 


Virtually all of the shows are in- 
stitutional and make no attempt 
to sell merchandise directly. 

The “Listen Ladies” show is 
written, directed and acted by Mr. 
and Mrs. Guy Harris Popham, 
known on the program as Mr. and 
Mrs. Guy Harris. In each show 
some department of the store is 
highlighted through a sort of ad- 
visory discussion. 


Yankee Signs Tide Water 


Tide Water Associated Oil Com- 
pany, New York, has signed with 
the Yankee Network for partici- 
pating sponsorship of the 6 p.m. 
edition of the Yankee Network 
News Service for Tydol gasoline, 
on Tuesdays, Thursdays and Sat- 
urdays. Lennen & Mitchell, New 
York, handles the account. 


Detroit Group Elects 


John D. Burke, resident man- 
ager of the Hearst Advertising 
Service, has been elected president 
of the Detroit chapter of the 
American Association of News- 
paper Representatives. Other of- 
ficers elected are James B. Jones, 
Detroit manager of the Scripps- 
Howard Newspapers, vice-presi- 
dent; Richard Healy, Reynolds- 
Fitzgerald, secretary, and Robert 
Crooks, Allen Klapp Company, 
treasurer. 


New ‘Coronet’ Covers 


Beginning with the November 
issue, Coronet, Chicago, will launch 
a new series of covers in which 
American scenes will supplant the 
Corcnet cover girl. Stanley Ekman, 
Chicago artist, will do the first 
cover. 


‘OR 


SALE 


80,000,000 EYES -—————— 80,000,000 EARS 


We're selling the close attention of 80 million eyes and 
80 million ears to the advertising of your product. Those 
80 million eyes and ears belong to the 40 million people 
who go to the movies each week at theatres carrying mo- 
tion picture advertising. 

But we don’t ask you to buy blindly, although we know 
the amazing selling effectiveness of movie advertising. For 
example, a short test campaign increased sales 33% for 
a national pocket magazine. A six-week campaign for a 
leading petroleum company increased sales 24%. 


YOU CAN’T MISS MOVIE ADVERTISING 


Movie advertising gets results like that because it sells by 
sight, by sound and by action. It’s the only national adver- 
tising medium that does sell three ways, that actually dem- 
onstrates your product to a mass audience. It’s the only 


r os 
Monoonooooooe® 


pesewes@eoccoogg, 


t,New Y |. « Phone AND 
EASTERN OFFICE: 70 = ast ichiger Avene, Chicage }, I! si - zs over 3022 
MID-WEST OFFICE: 333 N° 0 0 0000200008 o90000000, 
e660. . 


MOTION PICTURE ADV. SERVICE CO., 


national advertising medium that can guarantee a virtual 
100% attention to your selling message. 


GIVE YOUR PRODUCT A SCREEN TEST 


With these facts in mind, we propose a screen test for your 
product —a test to prove that motion picture advertising 
will do a selling job for you. 


1. We'll lay out a test area in a market you select from our lists— 
a market preferably with good distribution for your product 
but poor sales. 


We'll write and produce three or four advertising movies for 
you, based on your sales points and the theme of your current 
advertising. 


We'll have these movies shown in theatres in the test area. 


We'll let you be the judge of the effectiveness of this test 
campaign. 


We'll make this test for you, including film production, at a 
cost of from $10,000 to $12,000, depending on the test area 
selected and the cost of film production. A representative of 


oo, the Movie Advertising Bureau will gladly give you complete 


ER ISING BUREAU *® details. Phone or write us today. 


ork 17,N. Y. * Phone MUrray Hill 6-3717 


Member Companies: 
« UNITED FILM SERVICE, INC. 


KANSAS CITY * CHICAGO * CLEVELAND 


INC. 


NEW ORLEANS * NEW YORK * BIRMINGHAM * ATLANTA * MEMPHIS 


Advertising Age, October 21, 1946 
. a 
Railroads Join 


fo Use Booklets 
in PR Campaign 


CuHICAGO—The Chicago & North- 
western, New York Central and 
Union Pacific have begun distrib- 
uting a 32-page booklet, “The 
Presidents of the United States,” 
to more than 1,000,000 school chil- 
dren, as part of their public re- 
lations program. 

In the booklets are enclosed six- 
color poster stamps of U. S. presi- 
dents, to be pasted in by students 
on each of 32 pages devoted to a 
brief outline of a president’s rec- 
ord and to the contemporary stage 
of railroad development. 

The three railroads are men- 
‘tioned only on front and back cov- 
| ers. Separate covers have been 
|/prepared for each of the three 
lines, which jointly are licensed 
to distribute the book—exclusively 
through school officials—in the sep- 
arate C&NW, NYC and UP terri- 
tories. 


Sixth in a Series 


The booklets on the presidents 
were designed and published by 
Roscoe Parkinson, publisher of 
public relations and visual educa- 
tion materials here. They compose 
the sixth in a series of stamp book- 
lets for children. 

Earlier series since 1939 and 
those distributing them have been: 
“Lincoln — A Story in Poster 
Stamps,” Bowey’s, Inc.; “This Is 
Abraham Lincoln,” Lincoln Memo- 
rial University; “Heroic Ameri- 
cans,” Jewel Food Stores; “Fight- 
ing Americans,” John Hancock Life 
‘Insurance Company, and “Sky 
| Heroes,” Sinclair Oil Company. 
| About 5,000,000 of the first five 
— were distributed, usually as 
'“door-openers” and “give-aways.” 
|The present series is the first dis- 
|tributed to children through 
| schools. 

Mr. Parkinson said that nine 
additional poster stamp booklets 
|are in preparation for a variety of 
advertisers. 


Echo Scarfs Opens Drive 

Edgar C. Hyman, New York. 
manufacturer of Echo scarfs, has 
launched a campaign using four- 
color pages in Charm, Glamour, 
Harper’s Bazaar, Mademoiselle, 
New York Times Magazine Section, 
The New Ycrker, Town & Coun- 
try and Vogue. Margaret Macy 
Advertising Company, New York, 
handles the campaign. 


Dietz to Albers Milling 


Stephens Dietz, formerly copy 
supervisor of Procter & Gamble, 
has been appointed assistant to 
the advertising manager in charge 
of grocery products of Albers Mill- 
ing Company, Seattle. 
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BE SOLD 
FROM THE OUTSIDE 


Concentrated Circulation! 


92% of the Times 14,270 ABC 
circulation is home-carrier-deliv- 
ered with a 73% Bayonne family 
subscription. Get your story into 
a majority of the homes six 
evenings every week, 


THE BAYONNE TIMES 


NEW JERSEY 


BOGNER & MARTIN 
Sales Representatives 


NEW YORK CHICAGO 
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to Deliver 
on Detroit 


Sure, you know Detroit! Or do you? 
Detroit is 75% of the automotive industry. 


Are you also aware that Detroit is steel, ship- 
building, drugs and chemicals? That Detroit 
is farms’ tools and machinery, air condition- 
ing and refrigeration equipment? That 
Detroit is copper, brass, aluminum, heating 
equipment and paint? And that Detroit is a 
major shipping center? 


And beyond that — Detroit is also nearly 
2,000,000 people, hundreds of thousands of 
whom moved in during the past few years. 


Detroit is a conglomeration of folks from 
other cities and towns, from remote villages 
and country crossroads. Detroit is a mixture 
of backgrounds, tastes and habits. 


Here is a situation which calls for up-to-the- 
minute, on-the-spot knowledge of a market 
—the kind of information that is being col- 
lected every day in Detroit by the Hearst Ad- 
vertising Service through its “reporters with a 
nose for sales.” Already a storehouse of infor- 
mation on the current situation is available to 
sales and advertising executives. Why not 
call the Hearst Advertising Service man now? 


Hearst ADVERTISING SERVICE 


HERBERT W. BEYEA, General Manager 
959—8th Ave., New York 19, N. Y.—Offices in principal cities 


Representing: 


New York Journal-American + Pittsburgh Sun-Telegraph 


Chicago Herald-American 


Baltimore News-Post-American + Boston Record-American-Advertiser + Detroit Times + Albany Times-Union 


San Francisco Examiner + Los Angeles Examiner + Seattle Post-Intelligencer 
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Research Fits in 
Top Management, 
16 Leaders Agree 


Boston—Sixteen leaders in 
various research fields reported 
that the “best results have been 
obtained when the research or- 
ganization reports independently 
to top management and is not 
made a subordinate part” of 
various divisions, Dr. Karl T. 
Compton, president of Massachu- 
setts Institute of Technology, told 
the Boston Conference on Distri- 
bution at a Tuesday luncheon. 

“All of my consultants who 
touched on the place of the re- 
search department in the over-all 
company organization were in 
complete agreement that the re- 
search director should not merely 
be responsible to top management 
but should be a part of top man- 
agement,” he said. 

Dr. Compton quoted “one of the 
most successful men in the field 
of marketing research” as saying 
that “administrative control of re- 
search ought to be limited to the 
determination of funds. It must 
not be carried down into the pre- 
scription of details. The men di- 
recting research must be given 
room for the exercise of creative 
imagination, freedom to explore 
what may turn out to be blind 
alleys, freedom to make mis- 
takes.” 


Says Errors Too Costly 


Another marketing student told 
Dr. Compton that neither business 
nor the economy as a whole can 
afford the errors in judgment that 
have _ frequently characterized 
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business operations. But while 
market research can narrow the 
areas of guesswork, too many re- 
search directors still have to spend 
too much time justifying market 
research to their own executives. 

Stating that a survey two years 
ago showed the largest companies 
planning a 20 to 30% increase in 
research, middle-size companies 
60% and smaller companies an 
average 100% increase, he empha- 
sized two drawbacks to carrying 
out these plans—price inflation 
and the unsettled condition of 
labor, and a shortage of trained 
personnel. 

He reported that three prin- 
ciples resulted from his survey of 
these 16 men: The qualifications 
of research personnel are more 
important than the organization; 


the organization should allow its 
men wide scope and opportunity 
for their abilities; and research 
should be planned and evaluated 
on a comparatively long-term 
basis rather than in terms of the 
fiscal year. 


Little for Market Research 


Arthur C. Nielsen, president of 
the A. C. Nielsen Company, Chi- 
cago, in a report on “Advances in 
Marketing Research,” which dealt 
mainly with the Nielsen food, 
drug and radio indexes, said that 
of every prewar dollar of indus- 
trial and agricultural income, only 
one cent was spent on research 
and only 2% of that cent was 
spent on market research. 

Market research has enjoyed a 
tremendous growth in the past 


few years, he said, and the sub- 
ject is of unusual importance now 
because of the competitive battle 
ahead. Increased production costs, 
combined with price ceilings 
(either legal or economic) will cre- 
ate a need for reduction in the 
cost of distribution, he said. 

As an example of distribution 
costs, he reported that of the $15 
billion annual food and drug busi- 
ness done by Nielsen clients, $8 
billion represented distribution 
cost. Therefore, he said, the great- 
est opportunity to increase profits 
is by cutting distribution costs, 
and one way to do that is to in- 
crease the “soundness and ac- 
curacy of executive decisions on 
questions of marketing policy and 
strategy.” 

He reported that his organiza- 
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tion kept a “box-score of execu- 
tive judgments,” which showed 
that average executives are right 
only about 58% of the time. To 
increase accuracy of marketing 
judgments, he said, calls for re- 
search on the consumer level and 
for charting the flow of goods 
from retailer to consumer. He 
gave numerous examples of cases 
where factory sales and distribu- 
tor sales were misleading as to 
what was happening on the con- 
sumer level. 

In viewing the postwar picture 
still ahead, Mr. Nielsen said that 
“several of my largest clients have 
asked me to emphasize at every 
opportunity” one important func- 
tion of market research. “The 
sales trend of the average product 
is geared closely with the trend of 
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consumer spendable income. While 
this is mathematically inevitable 
for the industry as a whole, the 
individual manufacturer usually 
finds it a psychological impossibil- 
ity to resign himself to dropping 
*’way back to the comparatively 
low sales levels which he thought 
had been left permanently be- 
hind.” 


Research Essential 


As a result, he said, when “the 
postwar bubble bursts,” the man- 
ufacturer’s sales drop because his 
total market has dropped, but in 
the belief that he is losing his 
share of the market the manu- 
facturer redoubles his promotional 
effort. This results in competitors 
being forced into the same pro- 
motional battle, Mr. Nielsen de- 


clared, and winds up with a loss 
to the whole industry. 

“There is no use in spending 
advertising money in a saturated 
market,” he said. “The soundest 
means of preventing these indus- 
trial catastrophes is to equip each 
manufacturer with some form of 
marketing research that will keep 
him informed continuously as to 
the level of trade stocks, and the 
trend of his own consumer sales as 
compared with corresponding sales 
of his competitors.” 

In describing the Nielsen radio 
index to the conference, Mr. Niel- 
sen likened telephone interview- 
ing methods to the Literary Digest 
polls and said that they covered 
only 11 to 18% of the total radio 
population. He described the ad- 
vantages offered by the Nielsen 


Audimeter, and the uses to which 
it could be put in increasing the 
effectiveness of radio advertising. 

According to a Nielsen survey 
shown to the conference in charts 
accompanying his talk, the num- 
ber of homes reached per radio 
dollar was 472 for the average 
program, and ranged from 1,341 
for the best program to 66 for the 
poorest. He also declared that use 
of the Audimeter data would en- 
able sponsors to locate commer- 
cials at the peak listening spots in 
the program and thus increase the 
range of listeners per dollar spent. 
In one case, he said that com- 
mercials spotted at the beginning 
and end of programs, where 
listening was low, cost the sponsor 
$230,000 a year. 


| Two Name Remington 


William B. Remington, Inc., 
Springfield, Mass., has been ap- 
pointed to handle the advertising 
of Celadri Corporation, Williston 
Park, N. Y., maker of waterproof 
paints and varnishes, using maga- 
zines and business papers, and 
O’Hearn Mfg. Company, Gardner, 
Mass., manufacturer of maple fur- 
niture, using shelter magazines 
and business papers. 


Changes Cover Design 


Beginning with its Oct. 24 issue, 
Iron Age will appear with a front 
cover design emphasizing impor- 
tant editorial features contained in 
each issue. Leading features will 
be listed alongside the nameplate 
on the cover, and in addition will 
appear in the complete editorial 
index on inside pages. 


in Cities Large and Small, 
Most Westerners Listen Most of the Time to NBC 


There’s no getting away from it: NBC 
dominates listening in the West. From Can- 
ada to Mexico, the No. 1 station in com- 
munities of 100, 1,000 or 1,000,000 is 
one of the 30 NBC Western Network affili- 
ates. Don’t take our word for it; just take 
a look at the facts... 
k kek 

KOMO... first in Seattle, heart of the 
frozen food, lumber and Alaska-Orient 
export activities of the booming Pacific 
Northwest. Both Hooper and the NBC 
All-County surveys rank KOMO the over- 
whelming leader in this eight-station mar- 
ket, with an all-period share-of-audience 
one-third higher than its nearest competi- 
tor and a “listen most” superiority of 
250%. More than a million prosperous 
people, whose effective buying income per 
family is more than twice the national 
average, live within 50 miles of KOMO’s 
5,000-watt transmitter. Many more will 
be encompassed when the power jumps to 
50 k.w. in the near future. 


KMED... first for 24 years in Medford, 
Oregon, market city for an area with 12% 
of the standing merchantable timber in the 
U. S., an annual $5,000,000 fruit and nut 
yield, 554,000 acres of grazing land and 
thousands of small farms (85% owner 
occupied ). KMED’s 1,000-watt signal um- 
brellas 100,000 people (with $125,000,- 
000 annual income) in its mail-analyzed 
coverage area. The All-County survey 
shows 97% of Medford families “listen 
most” to KMED daytimes, 75% at night. 
tk * 


Two very different markets and stations ? 
Right. But KOMO and KMED have two 
important points in common—they’re both 
NBC Western Network and they’re both 
No. 1 stations in sales-rich communities. 
Multiply these factors by 30 and you have 
the most effective and economical medium 
to carry your message into the four million 
homes served by NBC Western Network. 
Ask for details on wrapping this entire 
wealthy region in one network package. 


NBC WESTERN NETWORK: 


HOLLYWOOD 


SAN FRANCISCO 


A Service of Radio Corporation of America 


UNCLE TOM’S CABIN 
and Harriet Beecher Stowe 
...mutually synonymous 

..a Classic team — like 
Hempstead Town and the 
Nassau Daily Review-Star. 


A. best-selling market 
(fourth in New York 
State), Hempstead Town 
did more than “just grow,” 
Topsy-fashion. The Nassau 
Daily Review-Star, pioneer 
daily in Long Island prop- 
er, has been a prime factor 
in the market’s development 
...a relentless voice during 
the ‘past twenty-five years 
translating the vision of the 
Hempstead Town-to-be into 
calls for concerted action by 
retailers, consumers, public 
officials. 


Plot your advertising story 
in the Hempstead Town— 
Review-Star setting. .. New 
York State’s leading High- 
Spot City and the only 
newspaper dedicated prima- 
rily to the advancement of 
this market...90% of its 
circulation concentrated 
within the Hempstead Town 
boundaries. 


Hempstead Town spent more money 
for food in 1945 than Pasadena, Jack- 
sonville and Des Moines combined. 
(Sales Management 1946 Survey of 
Buying Power.) The Nassau Daily 
Review-Star carried 115% more retail 
grocery linage than any New York 
City newspaper, and 89% more than 
any newspaper read in this market 
during the first quarter of 1946. 


THEY GO 
TOGETHER 


NASSAU DAILY 
REVIEW-STAR 


Published daily except Sunday, 5c a 
copy ® Hempstead Town, L. I., N. Y. 
@ Executive Offices: Rockville Centre, 
N. Y. @ National Representatives: 
Lorenzen & Tompson, Inc. @ New 
York, Chicago, St. Louis, San Fran- 
cisco, Los Angeles, Detroit, Cincinnati, 
Kansas City, Atlanta. 
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House Group Drops Hearings, 
But Pushes Monopoly Report 

WASHINGTON — Though its hear- 
ings were canceled just as the 
curtain was about to go up, the 
House small business committee 
is supposed to be pressing ahead 
with a monopoly report highly un- 
favorable to present policies of 
the FTC and the Department of 
Justice. 


By STANLEY E. COHEN, Washington Edit 


man William Ayres was to be the 
first witness, were suddenly can- 
celed by Rep. Estes Kefauver, 
chairman of the investigation, who 
found fellow committee members 
too busy mending fences back 
home to spare the time. 

Since the small business com- 
mittee passes out of existence at 
the end of the year, staff members 


/are anxious to get the results of 


Hearings, at which FTC Chair- | their research before the new Con- 


gress, presumably to point out the 
/need for further study by this or 
/another committee. 

_ Reportedly they have a file of 
case studies showing failure of 
FTC to get results with cease and 
desist orders. Researchers like the 
industrywide clean-up approach 
advanced by Commissioner Lowell 
B. Mason, but they consider trade 
practice codes ineffective and plug 
for wholesale prosecutions by FTC 
and Justice. 


a ok 1% 


Strange as it may sound, the 
best way for an agency or adver- 


'tising medium to get War Assets 


Administration business is to work 
through the nearest WAA adver- 
tising chief. Political pressure is 
bad business —and disappointing. 


Both WAA people and politicians 


resent it. Though some politicians 
may think they can make influ- 
ential friends by intervening, most 
acknowledge they have no legiti- 
mate reason for recommending 
one home town agency or medium 
over another. When approached 
they generally comply with rou- 
tine letters of inquiry, but leave 
WAA free to make its own de- 
cisions. 
% * * 


Far - reaching reorganization 
plans for the Department of Agri- 
culture have been held up under 
protests that they will result in a 
“Department of Agricultural Pro- 
cessors and Food Trades.” Critics 
like the National Farmers Union 
hold that the department increas- 
ingly looks after processors in- 
stead of farmers. The new plan 


Age e in the Washington, D. Cc. market. 


| readership definitely often national. 
advertisers their most. effective. 


“foot in the door” fer. increased sales 


In Washington the STAR means home delivered-selling 
| .. 80 percent of its 211 046 daily and 226 094 
Sunday subscribers (A;B.C. figures, March 31, 1946) receive 

Al home delivery ...an important sales factor for 

advertisers who know that home delivery customers read 
their newspapers from front to back with proofreader | 


| attention. “This ‘ ‘quality” “circulation and 
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de-emphasizes local farmer com- 
mittees established by Henry Wal- 
lace in Triple A days, shifting au- 
thority to Washington. 

eo * * 


Though OPA refuses to decon- 
trol newsprint, the price has now 
been hiked to $84, the figure Cana- 
dian producers are asking in free 
markets elsewhere in the world. 
By matching the world price, OPA 
hopes to enable U. S. publishers 
to compete with foreign buyers, 
without setting a decontrol prece- 
dent for book paper, tissues and 
other pulp industries. 

* * * 

Tip-off that Under Secretary of 
Commerce Schindler considers 
himself on the way out of govern- 
ment may be in his refusal to take 
on additional speaking assign- 
ments. Considering himself some- 
thing of a “lame duck,” he can- 
celed a scheduled appearance be- 
fore the Boston Distribution Con- 
ference. Best guess is that he will 
go before Jan. 1. 

* * * 

Another government top trust- 
buster is turning to the financial 
rewards of private law practice. 
Joseph Borkin, who for eight and 
a half years led investigations of 
international cartels, glass and 
beryllium monopolies, and Sco- 
phony television, resigned “to meet 
the needs of a growing family.” 

nt * * 

Forestry Service Chief Lyle F. 
Watts went before the American 
Forest Congress to combat indus- 
try claims that there is too little 
cutting in national forests. Mr. 
Watts claimed that destructive cut- 
ting practices prevail on the bulk 
of privately held forest land. With 
reserves of saw timber down 9% 
since 1938, he said national forests 
are “an indispensable timber re- 
serve.” 

* co * 

FCC believes that school au- 
thorities in most states will even- 
tually set up networks of non- 
profit educational FM stations. So 
far only six such stations are on 
the air, and 21 authorized. Only 23 

other applications have been filed 
for places on the 20 noncommer- 
cial channels. Iowa State College 
of Agriculture and Mechanical 
Arts has a permit for construction 
of a noncommercial educational 
television station. 

= = LJ 

Apparently undaunted by dis- 
astrous experiences at the Demo- 
cratic convention in Connecticut, 
Chet Bowles was in town to see 
where he could help out. Since 
he was a house guest of Assistant 
Secretary of State Bill Benton, re- 
ports circulated that he canvassed 
a diplomatic post. More generally, 
however, it was reported that he 
was offering his services as a 
salesman for the Democratic Con- 
gressional campaign. 


Plan Chicago Drive for 
New Beauty Treatment 


Delettrez, Inc., New York, a sub- 
sidiary of Universal Laboratories, 
and Sylvania Electric Products 
Company, New York, together 
launched an advertising and pro- 
motion campaign in Chicago news- 
papers Sunday, Oct. 20, to intro- 
duce Cosmetron, a new “at home” 
face and skin beauty treatment 
which combines the use of facial 
oils and a deep heat bulb. The 
copy stresses the fact that for 
$6.50 plus tax the consumer can 
give herself a 10-minute beauty 
treatment. 


Perfex Promotes Lewis 


Carroll E. Lewis has_ been 
elected executive vice-president of 
Perfex Corporation, Milwaukee, 
manufacturer of automatic tem- 
perature controls and industrial 
engine radiators. Before joining 
Perfex two years ago as vice- 
president and manager of the con- 
trols division, Mr. Lewis was gen- 
eral sales manager of the Delco 
Appliance division of General 
Motors. 
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lv's obviously true that though couples are married 
Their buying impulses are apt to be varied. 


The sweetness of beverages pleases her so 
While he prefers more of a “kick” for his dough. 


So in selling it makes extremely good sense 
Never to leave either sex on the fence. 


Sell both men and women—there is your clue— 
And, believe it or not, it’s easy to do. 


The American Magazine double-exposes 
Your ads to both sexes, it’s under both noses. 


Is a sure-fire way to keep sales on the 


The double exposure you get in this Lf 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK 


\ i 
'$a Split Decision 


J 


We 


Metal 
Magazine 


DOUBLE-EXPOSES 
YOUR ADS 
TO BOTH SEXES 


AVENUE, NEW YORK 17, N. Y. 
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Video ‘Red Hot’ 
as Sales Medium, 
Trailblazers Find 


But New Techniques 
Needed in Using This 
Medium, TBA Told 


New YorK—The handful of na- 
tionaladvertisers, advertising 
agencies and others who have 
been trail-blazing in the field of 
television advertising have found 
it a red-hot sales medium full of 
wonderful possibilities once a 
mass audience exists, but fraught 
with pitfalls for the beginner and 
demanding techniques not en- 
tirely borrowable from aural 
radio, the movies or any other 
medium. 

Many of the _ basic lessons 
learned in the relatively short time 
advertisers have had in which to 
experiment thus far, were de- 
scribed in sessions of the recent 
second television conference and 
exhibition here (AA, Oct. 14). 


Prefer Filmed Commercials 


Filmed commercials were found 
generally preferable to live ones, 
except where immediacy is vital 
to the message or the program is 
a one-shot. Minute to 90-second, 
or even shorter, commercials were 
described as much more effective 
than longer ones, except where the 
advertising message can be inte- 
grated with the entertainment. 
Some products were found to lend 
themselves easily to video adver- 
tising, such as household appli- 
ances which can be demonstrated; 
on the other hand, one advertiser 
found that fashions,.which would 
seem a natural for this medium, 
“fall flat on television.” 

In the midst of this experience 
swapping, Leonard F. Cramer, ex- 
ecutive vice-president of the Allen 
B. DuMont Laboratories, voiced a 
warning to those who might 
undertake to inject radio’s “sanity 
shattering sales messages” into 
television. 


Says Public Would Rebel 


Despite “many scientific theories 
. . advanced to justify” their use, 
Mr. Cramer declared, “such com- 
mercials in television will not be 


| tolerated by the public, and must) package so the all-important brand 
inot be permitted by the broad-!| name is gut of sight. 


| caster. 


If took years to develop) 


Cc. J. Durban of U. S. Rubber 


|the radio commercial to its zenith | termed television “the most chal- 


‘of repulsiveness. 


lenging opportunity advertising 


“If this same thinking carries; men have had,” but felt that films 


on in television, then if the indus- 
| try survives—which in my opinion 


vs. live commercials for the me- 
dium ‘will remain a controversial 


‘it could not—the television audi-| question for years to come.” Cer- 


lence may expect 


ration throughout the television 
broadcast day devoted, it will 
seem, to the sole purpose of in- 
sulting public intelligence. If one 
picture is worth a thousand words, 
then one visual commercial can be 
a thousand times as bad as the 
most objectionable aural message. 
On the other hand, properly 
handled, a brief but well inte- 
grated visual commercial will sell 
a thousand times as well as the 
best aural one.” 


Rodner Reports Success 


No one disagreed with Mr. 
Cramer as to the remarkable sales 
power of good video commercials. 
Relating the success of the Com- 
monwealth Edison Company’s sales 
messages over WBKB, Chicago, 
A. D. Rodner Jr., in charge of 
special promotion for the com- 
pany, termed television “more 
than an advertising medium; it is 
a mass selling medium, for it can 
create desire to buy where none 
before existed.’’ He described how 
Commonwealth Edison had effec- 
tively worked appliance advertis- 
ing into a quiz contest type of 
program over WBKB. A survey 
showed, he said, that “when the 
direct sales pitch ran over 33 to 
45 seconds, there was a sharp drop 
in effectiveness.” 

Edward Franklin, a Newell- 
Emmett account executive, sug- 
gested that anyone preparing 
video commercials take careful 
note of the amount of details, such 
as facial expressions, which show 
on the receiver screen. 

“We’ve found it roughly com- 
parable,” he said, “to a 65-line 
half-tone engraving.” The card- 
inal rules in preparing a television 
commercial, he submitted, are (1) 
make it simple, (2) give it action. 


Actors May Blow Up 


K. A. L. Poster of William Esty 
& Co., while admitting films to be 
most satisfactory in many Cases, 
pointed out instances in which 
live commercials are simpler and 
cheaper, but warned of many 
headaches such as actors “blowing 
up” in their lines or holding a 


MORE 
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intermittent | tain types of products can best be 
periods of one to five minutes du- |demonstrated on films, and films 


can be made with other promo- 
tional uses in mind, he pointed 
out. Also, “in the future, when 


an advertiser may be on many 
stations, a library of commercial 
film shorts will be valuable for 
these can be conveniently sent 
from station to station and the 
cost per showing can be brought 
down.” 


One-time Shot Costly 


But films for a one-time, one- 
station shot are “pretty costly,” 
he cited. Live commercials, which 
often can be worked into the show 
itself, “can be entertaining, in- 
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formative and worthwhile, and 
they are going to be.” 

John Allen of Marschalk & Pratt 
advised anyone planning to use 
film commercials to allow five 
weeks for their planning and pro- 
duction. -He said the average 
filmed commercial costs between 
$750 and $3,000. : 

David Arons of Gimbel’s Phila- 
delphia store said television has 
“already proved to Gimbel’s its im- 
portance in selling merchandise, 
combining the best features of 


OST advertisers have gone 
through the war with the mag- 


azine list they made up in 194.1. 


So it’s reasonable to ask — does that list 


need renovating? 


comes—No.1 in 1945 median income in 


Dr. Starch’s list of 25 magazines. 


Does it cover the best markets for your 


product in 194.77—and into the 50’s? 


A lot of things have happened which you 


need to think about—including the steady 


All of which means that Better Homes & 


Gardens is a magazine that can do a great 


growth of Better Homes & Gardens. 


Today this is the largest magazine of, for 


and about the home. 


There’s no market place like home — and 


market like Better Homes & Gardens. 


job of carrying the ball for any advertiser. 


The reasoning is as simple as this: 


It reaches the top homes— 3,000,000 of | 
them — 48% of all owned homes valued | 


at $10,000 and over. 


; 


Its circulation skims off the cream in in- 


| 


no magazine that blankets the best home . 
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radio and space advertising with 
motion.” Using Philco’s WPTZ, 
Gimbel’s first experimented with 
commercials in the form of drama- 
tized skits, but threw these out, 
Mr. Arons said, in favor of “pre- 
senting real people in real situa- 
tions, doing real things, with mer- 
chandise the first consideration.” 

As for the merchandise to be 
advertised, Mr. Arons reported: 
“Fashions, whose chief assets are 
color, pattern, material and de- 
tails, were ruled out. They fall 


flat on television. Many inani- 
mate items (furniture, apparel ac- 
cessories, housewares) which 
would make news in print or on 
the radio, had to be left out. They, 
too, fall flat on television. . . 
Many items, such as compressed 
air whipped cream makers, black 
plastic, aluminum and copper 
kitchen gadgets could not be used. 
They become too hot to handle 
under studio lights. . . 

“Only those things which could 
be demonstrated interestingly and 


realistically were chosen. A clever 
vacuum cleaner, for instance, is 
perfect for television, but a glass- 
radiation heater doesn’t lend itself 
to demonstration.” 

Among things Gimbel’s has suc- 
cessfully advertised on video, Mr. 
Arons related, are-hairdos (show- 
ing how they’re done), garden 
shrubs and plants (showing their 
care), postwar kitchen gadgets 
(showing new and old ways of do- 
ing kitchen chores), housewares 
for vacation cottages where space 


is a problem, dress patterns 
(showing how to pin up a dress 
from them). 

Audience responses to all of the 
programs have been good, Mr. 
Arons said. “On one program, as 
a test, Gimbel’s offered shirts to 
the man and two pairs of nylons 
to the woman writing the best let- 
ter on that show. Fifty-two let- 
ters were received—7.1% return 
on the total sets!” (Philadelphia 
has an estimated 752 video sets.) 

Reynold R. Kraft, sales manager 


avis 


Tour maganine list 


aul of dale? 


31 


of NBC’s television department, 
presided over the conference’s 
panel meeting on television com- 
mercials. 


Eversharp Promotes Dean 


John W. Dean Jr., manager of 
the Eversharp, Inc., plant in Long 
Island City, N. Y., has been ap- 
pointed general works manager 
of the company. George Schlat- 
terer, plant superintendent, has 
been named manager of the Roscoe 
street plant in Chicago, succeed- 
ing C. B. Moyd, who resigned. 


Appoints Cooper 

Howard Cooper has resigned as 
promotion manager of the Indezx- 
Journal, Greenwood, S. C., to be- 
come vice-president and treasurer 
of the Lower Carolina Publishers, 
Barnewell, S. C. 


NO, 1 OF A SERIES 


ye a 


Minnesota has a lot 


of Tommy Johnsons. A 
great bunch of kids 
...Strong, husky, and 
high spirited. While 
they grow up to be 
Minnesota football 
players, they wear 
out shoes and grow 
out of clothes...they 
eat peanut butter and 
cereal...they drink 
milk and chew bubble 
gum. AND THEY LISTEN 
TO WTCN...and how! 
Because WTCN gives 
*em a bang-up series 


of shows...network 
and local. 


Tana likeo tor 
Woten te ... 


PAUL 


MINNEAPOLIS — ST 


The Double-Duty Station 
Minneapolis ¢ St. Paul 


ABC... plus High-listener locals! 


FREE and PETERS 
National Representatives 
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The 


JOURNAL-TIMES 


Nationel Brands of Vegetables PEGE ES 


RACINE, WISCONSIN 


THE ALLEN KLAPP CO. 


TEPRESENTATIVES 


Plan Glass Yearbook 


American Glass Review, Pitts- 
burgh, will issue its “Glass Fac- 
tory Yearbook and Directory for 
1947” late in December. The book, 
which will be issued free to all 
paid up subscribers and at a cost 
of $5 to non-subscribers, will cover 
the glass container, flat glass, 
glass block, fiber and glassware 
fields, listing all manufacturers, 
type of goods produced, branch 
offices and capacity. 


Schick Names Marcus 


Raymond F. Marcus, formerly 
with Biow Company, has been 
appointed advertising manager of 
the Magazine Repeating Razor 
Company, New York, maker of 
Schick Magazine razors and blades 
and Schick Injector razors and 
blades. 


Grass Roots Is 
Brand Name Target 
in Michigan Test 


Small Dailies Set 
to Continue Program; 
Peoria Test Planned 


NEw YorK—The Brand Names 
Foundation this week started an 
expanding crusade to get brand 
names recognition drives going in 
the grass roots. 

On Oct. 8, the Daily Reporter 
of Coldwater, Mich., carried a 


full page advertisement, addressed 
to teachers of Branch County. The 
page was signed by “Branch 
County Industries,” and listed 18 
of the 35 participating local ad- 
vertisers. 

Subsequent advertisements will 
be addressed to other groups in 
the: community, to ministers, 
farmers and business men. 

If the Coldwater test pans out 
as Brand Names’ Foundation 
thinks it will, the tentative plan 
is to get similar projects going 
in Peoria, Ill., and in the Tri- 
Cities area of Davenport, Rock 
Island and Moline. The adver- 
tisements also are slated to ap- 
pear in other newspapers belong- 
ing to the Michigan League of 
Home Dailies. 

The series was prepared by the 


The ONLY home furnishings )NEWSpaper 


No. 1 HOME FURNISHINGS TRADE PAPER 


Published Twice Weekly—Monday and Thursday 


22,215 ABC CIRCULATION 
NEW ALL-TIME RECORD! 


CURRENT SCHEDULES 
SHOW ENTHUSIASM 
OF ADVERTISERS 


Fifty-five Advertisers Each 
Invest $5,000 to $45,000 
In Space This Year 


How highly Reraitinc is regarded by 
its advertisers is seen in a recent report 
covering current schedules. Among the 
1,078 advertisers using space in RETAIL- 
ING, fifty-five of them were each found to 
be investing from $5,000 to $45,000 this 
year alone for RETAILING space. 

Attesting to the telling and selling 


LATEST ABC AUDIT SHOWS 
RETAILING LEADS THE FIELD 


BY WIDER MARGIN THAN EVER 


Figures newly released by the Audit Bureau of Circulation put 
RETAILING’s paid circulation for the June 27th issue at 22,215, a 17% 
increase over the December 31st figure of 19,027, and an all-time record 
in the home furnishings trade paper field. ‘The same audit shows an aver- 
age of 20,512 paid subscriptions for the first half of the year, a 21% 
increase over the average for the last half of ’45 which even then greatly 
exceeded the circulation of any other home furnishings business paper. 


Two-in-one Market Coverage 


The new figures established many noteworthy records. One of especial 
interest is the extensive coverage of both furniture and department 
stores. According to the audit, RETAILING now goes to 9,326 subscribers 
in furniture-home furnishings stores and department stores—the largest 
circulation in these two markets among all home furnishings business 


power of RETAILING space is the fact that 
49% of RETAILING’s advertisers in ’45 used 
no other business paper to reach home 
furnishings stores. 


No. 1 Paper Leads 
Field Many Ways 


RETAILING earned its reputation as the 
No. 1 home furnishings trade paper by 
unquestioned leadership in industry 
news coverage; by number of stores cov- 
ered; in dollar volume of advertising; by 
number of lines of advertising carried; 
by number of ads carried; by number of 
advertisers; and by number of exclusive 
advertisers. No other home furnishings 
trade paper is as eagerly read or as enthu- 
siastically used by its advertisers. 


NATIONWIDE COVERAGE 


RETAILING circulation covers the en- 
tire country, going into 2,455 cities and 
towns, coast to coast. 


IT’S THE ONLY OWE! 


RETAILING is the only home fur- 
nishings NEWSpaper—an important 
member of the FAIRCHILD FAM- 
ILY of publications that includes 
Women's Wear Daily, Men's Wear, 
Footwear News, Daily News Record, 
Fairchild International and Fairchild 
Blue Book Directories. 


papers. Total number of subscribers 
,in all retail outlets covered is given 
as 12,016. 


No “Forced” Subscriptions 


The sound character of RETAILING 
circulation is revealed in one section 
of the ABC report showing that no 
premiums, reduced rates or combina- 
tion subscription deals were used to 
stimulate circulation, most of the 
subscriptions having come directly 
to the publisher by mail. 


TWICE WEEKLY 
NEWS ABOUT: 


1. Furniture and Bedding 
2. Curtains and Draperies 
8. Decorative Accessories 
4. Floor Coverings 

5. China and Glassware 
6. Lamps and Lighting 

7. Housewares 

8. Major Appliances 

9. Radio and Television 
EVERY MONDAY 
AND THURSDAY 


RETAILING home furnishings « FAIRCHILD BUILDING e 8 East 13th Street, New York 3 
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OPENER—This copy, paid for by 35 
merchants of Coldwater, Mich., starts 
the local test drive sponsored jointly 
by Brand Names Foundation and the 
Michigan League of Home Dailies. 


Brand Names Foundation, Donald 
McMahon, public relations counsel 
for the league, and Paul V. Els- 
berry, Scheerer & Co., its adver- 
tising representative. 

Typical of the copy is a box 
which says: 

“The brand names and trade- 
marks of industries in other cities 
whose products are sold in Branch 
County stores are also full of 
meaning. They symbolize the 
earnest efforts of teachers, work- 
ers, managers and all other mem- 
bers of the communities in which 
they are made. Also—they are 
the industries’ way of saying, ‘This 
is our work. We will stand back 
of it. Choose between this work 
and that of another manufacturer. 
Whichever suits your taste, you 
can choose by the name again.’” 

In describing the plan at a re- 
cent meeting of the Poor Richard 
Club of Philadelphia, Henry E. 
Abt, BNF managing director, said 
America is sick at the vital roots 
of its natural life, that industrial 
growth has taken top manage- 


}ment physically away from the 


communities it sells, and called 
for constructive measures which 
“will project the life-giving tonic 
of comprehension at these vital 
points.” 


Bingham to Munsingwear 


As Advertising Director 
Madolin Kendall Bingham, for- 
merly director of fashion adver- 
tising of Gambel-Skogmo, Inc., 
Minneapolis, has 
been appointed 
advertising and 
sales promotion 
director of Mun- 
singwear, Inc, 
Minneapolis, suc- 
ceeding Kathleen 
Tharldsen Catlin, 
who resigned to 
become fashion 
coordinator for 
Marshall Field & 
Co., Chicago. 
Prior to join- 


M. K. Bingham 


ing Gamble-Skogmo, Mrs. Bing- 
ham was advertising manager of 
Frost Brothers department store, 
San Antonio, and before that, styl- 
ist and fashion copywriter of L. S. 
Donaldson Company, Minneapolis. 


Bernstein Names Two; 
Gets Footwear Account 


Evald Albrekston has been ap- 
pointed art director of Bo Bern- 
stein & Co., Providence, and Gene 
DeNunzio has joined the art staff. 

The agency has been named to 
handle the advertising of Good- 
year Footwear Corporation of 
Providence and Clinton, III. 


Lounsbury to Sylvania 

W. C. Lounsbury Jr., formerly 
manager of the lighting depart- 
ment of the Lake Superior District 
Power Company, has joined the 
lighting division sales department 
of Sylvania Electric Products, with 
headquarters in Chicago. 


Ullman Resigns Account 


Roland G. E. Ullman Organiza- 
tion, Philadelphia, has resigned the 
account of the Pennsylvania Flex- 
ible Metallic Tubing Company, 
Philadelphia. 
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Eight Detroit 
Agencies Team Up 


to Assist Drive 


Derroit—The $15,000 spent in 
the past by the Detroit Community 
Chest for industrial ads during the 
annual drive has been turned into 
an asset this year through the 
contribution of copy, art and pro- 
duction talent from eight agency 
offices here. 

In addition to the fact that the 
effort can be considered as a cash 
contribution, this year’s pleas from 
industries urging public support of 
the drive will be characterized by 
workmanship from top agencies. 

Publishers’ representatives are 
soliciting firms for sponsorship in 
dailies and weekly papers and 
magazines in the _ metropolitan 
area, according to Trudie Sara- 
sohn, advertising and publicity di- 
rector of the chest campaign. It 
is estimated that more than 
$50,000 will be spent for publica- 
tion ads on the drive Oct. 28-Nov. 
13. 

Agencies participating in the 
preparation of the ads were Young 
& Rubicam, Campbell-Ewald Com- 
pany, Ruthrauff & Ryan, Grant 
Advertising, MacManus, John & 
Adams, Brooke, Smith, French & 
Dorrance, Simons-Michelson Com- 
pany and Holden, Clifford & Flint. 
Arrangements for production on 
the finished art work and type, 
without charge, by Detroit type- 
setters and engravers was ar- 
ranged by Harold Hastings, secre- 
tary-manager, Adcraft Club of 
Detroit. 


Shepherd Appoints Ellis 


Shepherd Industries, Buffalo, 
manufacturer of tools and dies, 
has appointed Ellis Advertising 
Company, Buffalo, to handle its 
advertising for 1947. 


‘MODERN. 
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RUBBER PLATES 


1045 SANSOME STREET 
SAN FRANCISCO Il, CALIFORNIA 


_ PHONE GARFIELD 0680 
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Smith, Bull & McCreery 
Adds Three Accounts 


Smith, Bull & McCreery, Holly- 
wood, has been appointed to handle 
the advertising of Hull Hotels, 
which include the following: El 
Rancho, Sacramento; Arrowhead 
Springs, San Bernardino; Miramar, 
Santa Monica, and Hollywood 
Roosevelt, Hollywood. Newspapers, 
magazines, business papers, out- 
door posters and radio will be used. 

The agency also has been named 
to handle the advertising of Shali- 


Mart, sales organization for Edna 
Cast’s Garden of the Setting Sun, 
date ranches in Mecca, Cal., using 
newspapers, magazines and direct 
mail, and Betty Lee Lamp Com- 
pany, using direct mail, business 
papers and magazines. 


WCHA Names Forjoe 


Sam Booth, general manager of 
WCHA, new 1,000-watt station in 
Chambersburg, Pa., has appointed 
Forjoe & Co. as the station’s na- 
tional representative. 
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waukee, has been appointed execu- 
tive vice-president responsible for 
all general operations of the com- 
pany. 


Perfex Promotes Lewis 


Carroll E. Lewis, vice-president 
and manager of the controls divi- 
sion of Perfex Corporation, Mil- 


Lowest milline rate— 
lowest cost per inquiry in this 
4 IN EXCESS OF 200,000 highly responsive field 
ABC MEMBERSHIP 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 
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Preceptance ta The YANKEE NETWORK'S Foundation 


THE YANKEE NETWORK, INC. 


Member of the Mutual Broadcasting System 


21 BROOKL.NE AVENUE, BOSTON 15, MASSACHUSETTS 


Represented Nationally by EDWARD PETRY & CO., INC. 
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Waltwin Publishes 
Lithography Analysis 
Waltwin Publishing Company, 
New York, has published “How to 
Sell Lithography,” by Arthur M. 
Wood, sales manager for a Mil- 
waukee lithographer. Mr. Wood de- 
votes the early portion of the book 
to a description of the litho- 
graphic process, and a competitive 
discussion of its worth compared to 
other methods of reproduction. 
The second half deals with the 
organization of a sales force, and 
suggested routines of sales prac- 
tice and policies are included. 


ABC Promotes Hughes 


Ridgway C. Hughes, acting di- 
rector of the presentation division, 
American Broadcasting Company’s 


Asks U. S. Court 
to Declare OPA 
‘Non-Existent’ 


WILMINGTON, DeEL.—A few hours 
before President Truman _  an- 
nounced the end of meat controls, 
the U. S. district court here was 
asked last week to hold the price 
control extension act “invalid and 
non-existent.” 

The action was sought in a 
memorandum filed Oct. 14 in the 
case brought by OPA Administra- 
tor Paul Porter against Haldas 
Brothers, Inc., asking the court to 
refuse issuance of an injunction 
against the company for alleged 
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EPRESENTED BY BURKE, KUIPERS & MAHONEY fk Ny 
YORKCCHICAGO-BALLAS-OKLAHOMA CITY-ATLANTA ~- 
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sales department, since June, has 


b cies diene Bef violations of OPA regulations. 
— ont’ ta gee hr McCann. OPA authorities in Delaware 


Erickson and was circulation pro- | filed a complaint against Haldas 
motion manager of Fortune. , Brothers May 1, charging that the 
———_—___ defendants paid over-ceiling prices 
Hannon Joins Ad Statf for live cattle bought for slaughter- 
W. J. Hannon has joined the|ing- It is admitted, the complaint 
western advertising staff of Pro-| States, that the alleged violations 
gressive Grocer, Chicago. were unintentional. Haldas Broth- 


LEWIS H. AVERY me 
New York i 


J. W. KNODEL 
Chicago 


\ 18 years an advertising executive. L year 
\ Director of National Sales, Field Enterprises; 


member 1945 NAB Sales Managers’ Executive — 


- Committee; 8 years major station Represent- 
ative. firm, 3! years as Vice-President and 
Chicago manager; 9 years. Hearst Newspapers.. 


W JJD—CHICAGO, ILL. 
WHAN—CHARLESTON, S. C. 
WS AI—CINCINNATI, OHIO 
KDAL—DULUTH, MINN. 

K 1 L O—GRAND FORKS, N. D. 
W JEF—GRAND RAPIDS, MICH. 
WFBC—GREENVILLE, S. C. 
KHON—HONOLULU, HAWAII 
WKZO—KALAMAZOO, MICH. 
WDGY—MINNEAPOLIS-ST. PAUL 
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a8 OFFICERS AND DIRECTORS OF /AVERY-KNODEL, INC. 


THE INTERMOUNTAIN NETWORK 


Qeiahet 22, 1916 is. sa Red Le ene in’the history of radio 


gration ‘Fepresentation, On’ that® “day, J /W. Knodel, for the 
“oSpast year Director of National Sales of the Radio Division 
--of Field” Enterprises, Inc: ‘and for’ ‘the previous eight years 
prominently identified with - fadio: station representation, 
_ joins this ‘company-as Executive Vice- President. Simultan- 
- eously, the’ name of the company will be changed from 
_ Lewis H. Avery, Inc., to Avery-Knodel, Inc. 


Somewhat immodestly, we admit that-the first year of 
business of Lewis H. Avery, Inc., was even more successful 


_ than we had dared to hope. Now, fortified with the extensive 


experience of Bill Knodel in advertising. and selling, we look 
forward confidently to the provision of even greater service 


to radio stations, advertising agencies and advertisers. Our 


constant aim end objective remains , . . to bring the business 
of radio station represeitation’ out of the doldrums of pas- 


_ sivity into the realm of aggressive. activity. 7 


“di 


Lewis H. Avery—President °° 
_. J. W. Knodel—Vice-President ’ df 

. B. P.. Timothy—Secretary ~~ 

. Arthur H. MeCoy—-Treasurer 
‘ David. H. Sandeberg—Director 
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BACK IN DAILIES—Dettol antiseptic, 

produced by Reckitt & Colman Ltd., 

Montreal, is being promoted in 

Canadian dailies again after a war- 

time absence, with this 500-line copy. 

London Press Exchange Ltd., London, 
released the ad. 


ers, in a 383-page memorandum, 
moved for dismissal of the com- 
plaint on the ground that the OPA 
promulgated under the OPA Act 
of 1942 is no longer in existence, 
since the law “expired by its own 
terms” last June 30 and has not 
been extended or revived. 

“Haldas Brothers has violated 
no penal law,” the memorandum 
said. “At most, all it did was not 
to comply with an administrative 
regulation. We are reluctant to at- 
tack the validity of an act which 
has become so important a part of 
our national economic situation. If, 
however, the act is not validly ex- 
istent, counsel must raise the ques- 
tion; the issue must be faced.” 

The law which attempted to ex- 
tend the emergency price control 
act—which Congress passed July 
25—failed “because the act it pur- 
ported to extend by amendment 
had already expired by its own 
terms,” the company said. Retroac- 
tive features of the purported 
amendment do not change the situa- 
tion, it argues. 


INDUSTRIAL 


NEW BEDFORD 


58% 


INDUSTRIAL 


Back in 1929, the textile 
industry accounted for 
80° of all New Bedford's 
payrolls. New manufac- 
turers came to New Bed- 
ford, others expanded and 
today these diversified 
industries make up 58‘; 
of the city's total payroll. 


The New Bedford market 
is not dependent on any 
ONE industry for income. 
Weekly payrolls show 
largest increase in many 
years. Employment has 
kept pace! It’s a prosper- 
ous market with money to 
spend ... a good test 
market for your nationai 
schedule. 
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Department Stores 
fo Launch Giant 
Network Show 


CuicaGo—For what is believed 
the first time in radio history, 
about 200 to 250 department stores 
from coast to coast will participate 
in a full-hour, weekly radio show 
which is expected to develop into 
one of the country’s major presen- 
tations. The show, time for which 
is being negotiated now, is expected 
to begin Jan. 1 or shortly there- 
after. 

“The Big Show,” which will orig- 
inate in Hollywood, is being pro- 
duced through Schwimmer & Scott, 
Chicago agency which has done 
considerable work in major radio 
productions for retail stores. 


Questioned Stores on Idea 


The agency undertook the proj- 
ect after several months of study 
which included a survey by the 
agency of major retailers through- 
out the country. Cost of “The Big 
Show,” which is estimated at $2,- 
750,000, will be borne by various 
participating stores in amounts de- 
pending on the sizes of their rela- 
tive markets. Instead of national 
commercials, the commercials will 
be cut in through local radio sta- 
tions. 

Already signed as entertainers 
for the show are Mickey Rooney, 
Groucho Marx, Frances Langford, 
Ilka Chase, the Pied Pipers (sing- 
ing group), plus other guest stars 
which the agency says will be se- 
lected from the top entertainers in 
screen and radio. 


The families your advertis- 
ing reaches in Richmond 
have the income to translate 
their buying desires into 
cash register sales! 


WRNIL attracts the... 


$276,519,000 is spent annu- 
ally in Richmond Trading 
Area’s Wholesale Marketl 


PEOPLE: 


959,711 people in Immediate 
Trade Area, 245,624 people 
in Metropolitan Area. 


FAMILY INCOMES: 


$746,000,000 in Immediate 
Trade Area, $355,000,000 
In Metropolitan Area. 


WRNL holds the daytime listening 
ear... the high-powered buying ear 
..- in Richmond! 


S 
OS 


Kemble Adds Duties 


Ed Kemble, sales service man- 
ager of Don Lee Broadcasting Sys- 
tem, Hollywood, has taken on addi- 
tional duties as assistant to Jack 
Stewart, Don Lee-W6XAO tele- 
vision program director. 


Seidel Names McEwen 


Jeanne McEwen, formerly space 
buyer of Seymour Blum Advertis- 
ing, New York, has been appointed 
account executive of Seidel Adver- 
tising Agency, New York. 


Gets Radio Account 


The Hallicrafters Company, 
Chicago, has appointed Public Re- 
lations Affiliates, Chicago, who 
previously handled its sales pro- 
motion, as counsel for its entire 
public relations account. 


Davis Joins Leche 

Dr. Sam Wesley Davis, formerly 
price economist of the Dallas re- 
gion of OPA, has joined Leche & 
Leche, Dallas agency, as assistant 
to the president. 


canis Cy ac i ae 


Three Maine Stations 


Form State Network 

Three NBC affiliates in Maine— 
WCSH, Portland; WLBZ, Bangor, 
and WRDO, Augusta — have 
formed the Maine Broadcasting 
System, a group sales and state 
network organization, and have 
issued a rate card offering a spe- 
cial network discount schedule. 

Sales for the system will be di- 
rected by Rudolph O. Marcoux, 
national sales manager, with offices 
at WCSH. 


Se em ROL Ce Se 


Cover Catholic | 
Schools, Churches, 1 
and Institutions ! 


Why spend money to get Aunt Hattie to read your 
ads when you’re trying to sell a mustache cup to 


Uncle Jake? 


Antiwer 


Why pay for anything you can’t use? The world’s 
best advertising buy for makers of things men buy 
is The American Legion Magazine. Its 2,000,000 


circulation is all man—no waste. 


And note: nearly 


two million more Legionnaires are on this magazine’s 
waiting list — only because of the paper wait. 


THE AMERICAN LEGION 
MAGAZINE 


2,000,000 NOW — 2,000,000 WAITING 


Whe woldi Large ; ALLMAN circulation 
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Reach the men whose 
“NOD” may outsell 
your best salesmen 
For 18 years Better Farm- 
ing Methods has been 
their business magazine. 


ase Setter FARMING 
\\{ METHODS = Keats; ce 


14,000 
WATT Publishing Co., MOUNT MORRIS, ILL. . . oe 


Dailies, Radio, 
Outdoor to Push 
Sales of Texsun 


DALLAS—To boost fall and win- 
ter sales of Texsun’ grapefruit 
juice, the Texsun Citrus Exchange 
is breaking a national campaign in 
150 newspapers of 35 states. Spot 
radio and outdoor advertising also 
will be used. 

The new campaign climaxes a 
steady use of advertising by Tex- 
sun since the cooperative first 
went in for national space-buying 
about a year ago. While Texsun 


also has been producing canned 
orange juice, demand far exceeds 
the supply and this product is not 
being advertised. 

The canned grapefruit juice will 
be promoted in all major markets 
west of Pittsburgh. Because of 
freight rates, Texsun has _ not 
shipped to the East, though water- 
way transportation and _ tariff 
changes may alter the picture in 
that regard. Texsun also will ad- 
vertise in Canada and Sweden. 


Features Food Editors 


A feature of the campaign, using 
2-column 8-inch ads, will be a tie- 
in with newspaper food editors. 
Favorite grapefruit juice recipes 
will be run along with pictures of 
the editors. 

To the trade, Texsun is telling 
its story via Grocers Bulletin, 


‘The Sun is an Automatic Must for Me 


44 


MOVIE DIRECTORS, whose lives are divided between fantasy and reality, are above the average in judging accuracy 
and cuthenticity in the daily press. Their preference for the high standards they recognize in The New York Sun con- 
firms the findings of the L. M. Clark organization's independent research which rates The Sun “one of America's best 


read metropolitan dailies.” 


MITCHELL LEISEN 
Director of "Kitty," Paramount Pictures, Inc. 


“Whenever I 


am in 
I rely on The Sun fo 


formative things, 
world news and the 


4 


FRANK BORZAGE 


A 


GEORGE SIDNEY , 


Ditector of "Held in i 


The 


Represented in Chicago, 
Angeles by Williams, 


New York 


rman 


which I am inteneatal. I find 
that your.motion picture reviews 
~~-are. intelligent honest and 
arated written,’ 


Director of “I've nivoy ised You," Republic Pictures Corporation 


hE 


Sun column with great interest. 


as “;< YHi Phillips’ column.” 


Metrs-Galddiyn- ame 
“Being a native “New. ‘Yorker, 
The Sun has always” 
automatic ‘must’ for“meée, Iyam 
tae! indebted to Ward. ‘More- 
ouse for his vast knowledge — 
Ee present and-future. I look 
orward to reading Eileen Creel- 
man’s interesting reviews of pic- 
‘tures which embrace the integ- 
rity for which The : 
ways been noted.’ 
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“Eileen Creelman’ s coverage of 
the cinema is both thorough and 
accurate. I read her New York 


No less instructive than amus- 


“been an 


an 


NEW YORK 
Detroit, 
Lawrence & 


San Francisco and Los 
Cresmer Company; in 


Boston, Tilton S. Bell. 


THE SUN COUNTS WHERE OPINION COUNTS: 


Advertising Age, October 21, 1946 


Progressive Grocer and Southern 
California Grocers’ Journal. Small 
insertions also will run in Good 
Housekeeping, whose seal Texsun 
has received. 

Sam W. Hepworth, Dallas man- 
ager for Grant Advertising and 
Texsun account executive, said 
sales in 1947 are expected. to dou- 
ble the record 2,500,000 cases sold 
last year. A new Texsun plant, 
nearing completion, will double the 
present juice capacity. Recent in- 
stallation of a complete laboratory 
is intended to develop new appli- 
cations for grapefruit and grape- 
fruit juice, as well as provide a 
continuous chemical check on all 
grapefruit juice going to market. 

Claims Leadership 


A comparative newcomer in the 
national food picture, Texsun in 
five years has reached a point 
where it claims the distinction of 
being the biggest selling brand of 
grapefruit juice in the country. 
Three thousand Texas citrus grow- 
ers, comprising a cooperative oper- 
ating through the Texsun Citrus 
Exchange, with a plant at Wes- 
laco, Tex., pool their resources to 
produce Texsun grapefruit juice. 
Profits are returned on a pro-rata 
basis. The Grant agency maintains 
an office in Weslaco. 

Byproducts of the juicing proc- 
ess, including oil from the peel 
and the hull itself, are marketed 
for livestock feed and commercial 
use. Some grapefruit oil also is 
used in perfume making. 

Texsun recently set up a juice 
bar on Elm St. here, the city’s 
theater row. A large Texsun neon 
sign fronts the 28-foot store, 
which includes lunch counter and 
juice bar. 


Plugs Kirsch and Coffee 


Wine Shippers Import Corpora- 
tion, New York, has_ scheduled 
small-space advertising, beginning 
this month, in Cue, Esquire, Gour- 
met, New York Times Magazine 
Section, and This Week, to pro- 
mote “an old continental custom— 
Baselbieter Kirsch and coffee.” Ba- 
selbieter isa Kirschwasser (cherry 
brandy) imported from Switzer- 
land. Deutsch & Shea, New York, 
is the agency. 


Telex Appoints Heacock 


W. J. Heacock, for 20 years a 
sales executive in the hearing aid 
industry, has been named sales 
manager of Telex, Inc., Minneap- 
olis, manufacturer of the Telex 
High Fidelity hearing aid, Tele- 
mold, Radio Pillow Speaker and 
Monoset. 


Books are news in Dallas and in The 
Times Herald. Edited by a leading 
Texas literary figure, John William 
Rogers, the pages of intelligent, 
comprehensive Book News are used 
as a reading and buying guide by 
Times Herald readers. The Times 
Herald has more readers in Dallas 
than any other newspaper. 


THE DALLAS 


TIMES 
HERALD 


DALLAS’ GREATEST NEWSPAPER ‘ 


Represented by 


THE BRANHAM COMPANY 
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N Oo. 7 of a series, 


designed to help oil 
men get more from 
their valuable read- 
ing time . .. and 
advertisers a greater 
return from their in- 
vestment. 

This series appears 
every two weeks in 
the advertising press, 
and in The Oil and 
Gas Journal. 
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SCATTER Bui 3 


> has scatter-reading ever given lasting benefit to the reader. 
stom— 4 (Sf 


cat og wi 
= 2, 
ock 0 


ng aid | That's why... 


. Tele- Few men in the oil industry try to read 27 oil papers .. . 
why MOST men in the oil industry CONCENTRATE their 


reading in The Journal. 


That's why... 


Few advertisers to the oil industry try to use 27 oil 


papers . .. why MOST advertisers CONCENTRATE® on 


in The 
yading 
oe 
igen ‘ 
ee EXPERIENCE PROVES—IT PAYS TO CONCENTRATE! 


Times 


The Journal for maximum results. 


“The Journal carried 


Dallas almost twice as many 
pages of advertising 
last year than any 
other oil paper. 
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PANY — PUBLICATION OFFICE: TULSA 3, OKLAHOMA ® OFFICES: NEW YORK, PITTSBURGH, CHICAGO, LOS ANGELES, HOUSTON, ENCLAND, CANADA 
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you advertise in one or 


more of America’s Great 


Women’s Service Magazines 


Here’s the Market your advertising reaches in TODAY’Ss WOMAN 
... the cream of Today’s Young Homemakers: 


61.1%...35 or under. (56% of the readers of other service magazines are 35 or over.) 
7 7.8%...MARRIED (73.3% of the readers of other service- magazines are married.) 
58.4%... MOTHERS—averaging 2 children each (44.1% of them, children under 6 years.) 
59.4%... INCOME—$3,000 and over. Average income $4,379.00. U.S. average $2,633.50. 


7 6.0%... High School GRADUATES or better. 30.6% of all U. S. women are high-school 
graduates or better. 


FAWCETT PUBLICATIONS, INC., 295 MADISON AVE., NEW YORK 17, N.Y. * WORLD’S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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POUNG WIVES- al exciling feature about you: SMe pie 57 | 
6] Boox-Lenotu Nnoven BY CWalel Moore + EVERY STORY COMPLETE 


om 


because 


Topay’s WoMAN is deliberately designed to give you 
Maximum coverage in the market which must be 
your greatest objective today... the exceptional 


young married woman under 35—whose 


education and home life give her a capacity to 


read-and-enjoy women’s service magazines. 


TF YOU ADVERTISE | 


In one or more of America’s great Women's Service Magazines +—— 


YOU BELONG IN TODAY’S WOMAN 
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Psychological Insight 
Needed by Management 
To the Editor: Your editorial 


(AA, Oct. 7) about the inability | 


of top executives who have started 
at the bottom of the ladder, to 
comprehend the present day labor 
situation is in my opinion an out- 


standing contribution to psycho- | 


logical insight. 

It checks with all I know. I 
was talking only last week with 
a widely known man who started 
very low in the scale years ago, 


He actually has a deep unconscious 
resentment against modern-day 
labor because its working hours 
are so much less than his own 
during early years. It is preju- 
dicing his relations to labor, to- 


ae aa 


This department is a reader’s forum. Letters are welcome. 


day, which are extensive. He 
/work 14 hours a day”—which is 
‘no doubt true, but the man is not 
‘only in poor health but also emo- 
tionally maladjusted because of 
his relentless driving of himself, 
with no humanistic balance or 
rounded personality. 

This is the kind of man who 
‘is most often today an obstacle 


in modernization of labor-man-)§ 


/agement harmony—even general last fluff of wool from the eyes | 


|them with his whip and cried, 
glares at me and says, “I still | 


“Damn it, 
me!” 

We need better understanding 
of social psychology in industry— 
and advertising men ought to be 
first, not last, in such understand- 
ing; and certainly not mere 
“hucksters” and office boys cater- 
ing to the whims of maladjusted 
industrialists. 

I think your editorial pulls the 


I want you to love 


socialized advance. He is too nar-|of old-time success worship of 


‘row, too un-modern, and his type! those who 
and who now is quite rabid about | 


labor’s working hours of today. | 


a good project. These people re- 


mind me of the father of Frederick | 
the Great, a hard-driving ruler, | tated) 
| who, noticing his subjects dodging | social harmony. But there have 
‘him in the streets, smote one of | 


“came up from the 


still thinks a hard-hitting adver-| ranks.” We need to discriminate. 
tising campaign to “sell American|Some men, like George Eastman 
/business and free enterprise” is | 


of Kodak fame, never lost the 
common touch, and his wage- 
dividend policy (very seldom imi- 
is a real contribution to 


been too many misers, psychotics, 


}eccentrics, narrow and _ limited 
men rising to the top in American 
business for us to worship ‘“suc- 
cess” indiscriminately. ‘‘Success” 
‘is itself undergoing re-definition 
/in American business today, and 
‘I’m plumping for a higher stand- 
ard even among advertising men. 
Wakeman’s book has made this 
practically a necessity. 
J. GEORGE FREDERICK, 
Business Bourse, New York. 
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Credits Advertisers 
for Complete Plates 

To the Editor: A rate increase 
notice just issued by the publisher 
of the trade paper, Motor Service, 
'is worthy of favorable editorial 
comment, in our opinion. We 
quote as follows from their let- 
ter: 

“COMPENSATION FOR _ PLATES: 
Many advertisers prefer to fur- 
nish complete plates of advertise- 


in order to secure the type display 
they desire in this distinctive 
pocket size magazine. To com- 
pensate these advertisers in part 


SELECT 


ED MASS 


CIRCULATION 


Over a long span of years the Chicago Daily News has been nationally 


noted as a productive advertising medium. A persistently productive 


advertising medium. The reason for such persistence of productiveness 


was revealed in a recent independent survey.* This survey found the 


Daily News families to be distributed into the following income groups:— 


Over $7,499, 10.8% .. . $5,000-$7,499, 13.9% .. . $3,000-$4,999, 
39.6% . . . $2,000-$2,999, 23.3% ... Below $2,000, 12.4%. 


What these figures show is AMPLITUDE of purchasing power. And 
CONCENTRATION of purchasing power which can be reached through 


the medium of a single newspaper. It is a HOME newspaper with se- 


lected mass circulation. 


Only by using the Chicago Daily News can any advertiser expect to 
obtain MAXIMUM sales in the Chicago market. 


DAILY NEWS PLAZA: 
606 South Hill Street 


LOS ANGELES OFFICE: 


NEW YORK OFFICE: ¥% Rockefeller Plaza 


“Conducted exclusively among regular 
readers of the Chicago Daily News, 


representing a valid 


cross-section, 


house-to-house sampling. 


CHICAGO DAILY NEWS 


For 70 Years Chicago's HOME Newspaper 


JOHN S. KNIGHT, Publisher 


400 West Madison Street, CHICAGO 
DETROIT OFFICE: 407 Free Press Building 


SAN FRANCISCO OFFICE: Hobart Building 


for the cost of preparing these 
plates, they will receive a credit 
of $20 per page provided no com- 
position is required. Complete 
plates for fractional pages will re- 
ceive a corresponding fractional 
credit.” 

Typography is undoubtedly a 
major cost feature with all pub- 
lishers and is likely to increase 
sharply if the union gets anything 
like the wage increase they are 
demanding. It seems logical and 
sensible for a publisher to make 
an allowance when a complete 
plate is furnished. They save not 
only money but time and handling 
trouble due to the elimination of 
exchange of proofs. 

J. J. KEITH, 

Mace Advertising Agency, 

Peoria, Ill. 


The Game and Rules 


Get More Complex 

To the Editor: Your editorial 
on the A&P court decision in 
the Oct. 7 issue is particularly 
good, in that you put the finger 
on all the talk about “free enter- 
prise.” The die-hards who have 
used that unfortunate term in so 
much of the current controversy 
want nothing more than a return 
to the “good old days.” But how 
can they talk about going back 
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'Q' MISCUES—"The Q from WMAQ," 
house organ, carried this gag shot of 
Lou Costello and Bud Abbott in an- 
nouncing their return to the airwaves, 
“encouraging the smoking of Camel." 
Unfortunately, as reader Hemrich points 
out, Mr. Costello's mouth is full of 
cigar. 


The Wrong Weed 


To the Editor: I’ll bet the spon- 
sor’s blood pressure rose a few 
points when he saw this publicity 
picture of his high priced Camel 


s€- | salesman with a mouthful of clear 
ments to appear in Motor Service | 


Havana. 
Shame on you, “Q.” 
W. R. HEmRICcH, 
Sales Promotion Manager, The 
Visking Corporation, Chicago. 


to the good old days when the 
very word “enterprise” implies 
aggressive going ahead? How can 
you be enterprising going back- 
ward? Maybe you can, as a lot 
of otherwise intelligent successful 
business leaders seem convinced 
of it. But it sounds like pro- 
gressive deterioration to me. 

Your editorial is the first time 
I have seen in print any effort 
to point out that the very dynamic 
aggressiveness which has put this 
country ahead, and which the big 
minds point to with pride, has in- 
evitably required a refinement of 
the rules of the game. The same 
thing is true of all games. 

Football used to be an extremely 
simple game in which a lot of 
guys got out in padded mattresses 
and pushed each other around try- 
ing to make five yards in three 
downs, without benefit of forward 
and lateral passes and T-forma- 
tions and razzle-dazzle. And every 
effort to improve the game and 
make it more interesting has added 
to its complexity. In the old days 
a football referee got $5 for a 
game and hardly earned it. Today 
he gets ten to a hundred times 
that much, and has to be a com- 
bination lawyer, diplomat and 
acrobat. The same thing is cer- 


Great Bi§ Man in the South 
The GOLDEN BELT Fa 


verage Golden Belt per Farm Income 
Jumped from $3270 in 1944 to $449] 


| in 1945. 


Kna | 


NS 


Total Golden Belt Farm Income $494 Million— 
over HALF the North Carolina Total! 


The Raleigh News and Observer —the. ONLY Morning and 
Sunday Daily published in this prosperous 33 county area— 
dominates the region with 49% coverage of all rural and urban 
white families. Circulation at an all-time high-over 90,000 
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News and Observer 
Raleigh, North Carolina _ 
Represented by THE BRANHAM COMPANY 
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tainly true of basketball and base- 
ball, isn’t it? Competition is what 
brings it about, and it is all to 
the good. Free enterprise never 
has been free, because there al- 
ways have been some controls over 
the game. But no sensible busi- 
ness man would have it other- 
wise, and anybody who talks about 
going back to “free enterprise’ 
convicts himself of senility. He is 
already living in the past. 

They just about ruined basket- 
ball in the late ’20s by too many 
artificial restrictions. The war- 
imposed restrictions on competi- 
tive enterprise in this country can 
be equally harmful to our econ- 
omy, if perpetuated. Getting them 
removed as soon as practical is 
all to the good. But some of the 
rules of our present game were 
brought about by a prewar con- 
dition, and these new rules are 
here to stay. But the old-timers 
who played the game back in the 
good old days don’t like it. 

Excuse this quite unusual out- 
burst on my part, prompted by 
your excellent editorial, but I 
hope you keep preaching your ex- 
cellently phrased philosophy by 
talking about competitive Ameri- 
can enterprise and not free enter- 
prise, which we never have had 
and which nobody would want if 
we had it. 


LLoyp ELLINGWOoD, 
Manager, Advertising and | 
Sales Promotion, Toledo Scale 
Company, Toledo, O. 
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How Harnischfeger 


Gets ‘Enterprise’ Over 

To the Editor: We believe that 
the time has come when it is up 
to leading manufacturing concerns 
to sell industry to the public at 
large. And we feel that one of 
the best ways is to go back to 
fundamentals, explaining industry 
in simple, understandable terms 
and tie it closely to the American 
free competitive system. | 

How we have approached the 
problem is illustrated in the at- 
tached proofs of the first several 
advertisements. Rather than talk 
in generalities, we have chosen in 
each advertisement to cite some 
specific case related to the Harnis- 
chfeger Corporation or its prod- 
ucts as an example of the fruits 
of Free Enterprise. Each adver- 
tisement also carries a brief state- 
ment or slogan explaining that 
“Free Enterprise means: better 
products for more people at lower 
cost.” 

Using all of the Milwaukee) 
newspapers, including those pub- | 
lished in foreign languages, our | 
first advertisements began appear- 
ing in September and will run) 
once each month. While it is still | 
too early to properly evaluate the 
results of this campaign, the first | 
reactions convince us that the, 
effort is very much worth while. | 

We hope that other leading in-| 
dustrials throughout the United 
States will follow in line with the | 
lead taken by the National As-| 
sociation of Manufacturers, the | 
Bureau of Advertising, the Adver- 
tising Council and others. 

E. T. SLACKFORD, 

Sales Promotion & Advertis- 

ing Manager, Harnischfeger 

Corporation, Milwaukee. 
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Acousticon Claims 


Largest Ad Budget 


To the Editor: 
ran quite a story entitled “Beltone | 
Emerges as Top Advertiser of | 
Hearing Aids.” 

It is amazing how many of our 
distributors—and we have over | 
200 distributors and dealers around | 
the country—have seen your ar- 
ticle and have brought us to task | 
about it. In fact, they don’t hesi- | 
tate to point out that we don’t) 
even have an “honorable men- | 
tion.” | 

For actual advertising linage, I 
feel quite certain we will be able 
to claim the position as top adver- | 


On Sept. 16 you . 


tisers of hearing aids. The fact 
that we have not been using a long 
list of national magazines, I don’t 
believe, should disqualify us—our 
national advertising has been full 
pages in This Week and Parade 
with a current ad coming up in 
Good Housekeeping. 

In its stead, however, Acous- 
ticon, through its’. distributor- 
dealer cooperative advertising 
plan, has been throwing its full 
weight in newspaper advertising 
as we have discovered that our 
greatest immediate return comes 
from advertising placed in this 
medium. Our cooperative adver- 
tising alone has been running 
$25,000 a month since it was 
instituted last March and repre- 
sents large size ads—400, 600, 850 
and 1,000-line ads placed in news- 
papers throughout the country. 


This advertising is placed by our 
distributors from advertising mats 
prepared by our advertising 
agency, Hirshon-Garfield, Inc., for 
this special cooperative advertising 
campaign. 
M. A. WAGNER, 

Advertising Manager, Dicto- 

graph Products, Inc., New 

York. 
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Voices Appreciation 


for AA Agency Study 

To the Editor: I am in receipt 
of my copy of “Advertising Agency 
Functions and Compensation” and 
have enjoyed looking it over. 

In fact, recently at the Adver- 
tising Executives Club meeting a 
discussion came up concerning one 
of the members and it had a bear- 
ing on ideas covered by this 
pamphlet. This person was very 


happy to find there was such a 
pamphlet and he will get a great 
deal of value out of it. 

You are to be commended for 
such a service, and it serves to 
crystallize for a lot of people 
standard practices. 

E. H. CALHoun, 

Advertising Manager, Jacques 

Mfg. Company, Chicago. 


. Fv = 
Veteran's Gripe 

To the Editor: Impressions of 
the advertising business, “on the 
fringe” pitch: 

1. I see a river of money 
squeezed out of the springs of Big 
Business by the New Deal. 

2. Every inch of the river bank 
is crowded with hucksters, each 
striving to bail out his share of the 
dough (between drinks). 

Some use sieves— 
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Some use buckets— 

Some build dams and canals to 
drain off their cut. 

3. About half of the dough, in 
the form of effective advertising, 
reaches the fertile Consumer Mar- 
ket. 

4. Damned if I see how Amer- 
ica won the war. 

. $42 wk. VET. 

P. S. Can somebody hand me a 
bucket right quick? 

[Editor’s Note: The above an- 
onymous contribution, from a 
gentleman in Dubuque, Ia., should 
have been discarded as are other 
anonymous letters. We don’t know 
exactly why we’re printing it, ex- 
cept that it makes us angry. Does 
“$42 wk. Vet” have guts enough 
to identify himself — privately — 
and explain exactly what, he 
means? } 


fn any picture of your market... 


The Medern Half is the BeHter Half ! 


I. UNSUITABLE . . . that’s too often 
literally true of an o/der woman. 
Fashion is less important at this settled 
age. She just doesn’t have the man- 
inspired need (nor the figure!) for the 
newest and smartest of fashion’s 


dictates. 


Se 
--_---..——— 


2. SUITABLE .. . in the newest, highest 
style—that’s a must in the mind of a 
modern! Up-to-the-minute fashion is 
so important in her young, man-filled 
life. Tell her your fashion news in 
Dell—and three million moderns 


will listen! 


sells the Modern Market 
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U. S. Falling Down 
on Export Ad Job, 
Parton Declares 


Boston Conference 


Told Our Policy Is 
Key to World Peace 


Boston—“U. S. industry as a 
whole is not doing a good enough 
job in its sales promotion to the 
world,” James Parton, promotion 
manager of Time-Life Interna- 
tional, told the Boston Conference 
on Distribution Monday, following 
a luncheon session in which Win- 
throp W. Aldrich, chairman of the 
Chase National Bank, toid the con- 
ferees that world peace is de- 
pendent “upon the adoption of a 


New Name n e Ww Opportunities 
aes for effective 
selling in the Market Place 
of the Light Construction 
Industry. 


New Platform 


New Coverage 


Write for your copy of 
New Brochure which de- 
fines, for the first time. the 
light construction industry, 
its markets, its merchants 
and its merchandisers. 


New Departments 
New Services 


New Concentration 


Artericanumbermar @ 
6 Barone Prooocs Menounovses 


Published every other Saturday 
139 North Clark Street 


Chicago 2, Illinoi 


constructive economic policy on 
the part of nations.” 

Mr. Parton declared that while 
the majority of the American peo- 
ple and American business men 
believe they have rejected eco- 
nomic isolationism in favor of in- 
ternationalism, they have fallen 
down on the job of selling and ad- 
vertising American goods abroad. 
“With a few brilliant exceptions, 
[industry] is sending boys to do 
men’s work—it is not only not 
selling U. S. goods effectively, but 
it is selling the American ideal and 
philosophy short,” he said. 


Too Little Advertising 


He pointed out that despite do- 
mestic shortages and lack of un- 
derstanding about foreign t rade, 
the U. S. is experiencing an ex- 
port-import boom with commer- 
cial exports at double their pre- 
war dollar volume. He predicted 
that the total volume this year 
would be about $7 billion. 

On the other hand, export ad- 
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Thyroprotein... stilbestrol...thiouracil! 


Not scriptural admonitions . . . but terms that will soon be widely familiar 
in the nation’s Number One industry! . . . The first makes cows yield 6% to 60% 


more milk, and White Leghorns up their egg output 25% . . . The second causes “ .- 


cockerels to run to more and juicier meat . . . The third retards animal growth, 
adjusts development to meet marketing periods . . . These are the new hormone 
derivatives recently developed for the treatment of livestock on farms— 
immensely effective, dangerous ifimproperly used. Their properties and values are 
presented in a review of all important current tests at agricultural schools and 
stations—business news of first importance to farmers (and advertising men) in the 
October issue of SuccEessFUL FARMING, see page 138. 


Fifty years old—this month is the RFD which now has 
32,090 carriers traveling 1,433,601 miles daily over 32,161 
routes—at an annual cost of $3.50 per patron! Read 
“Your Rural Mail Carrier’ on page 6. 


Light on lube... War-developed, engine-proved 
additive oils cut corrosion, deterge dirt . . . reduce heating, 
scratching, engine wear... banish gummy valves, varnished pistons, plugged 
rings ... 4-color photos, striking story,‘‘Hot News in Motor Oils,” on page 28. 


Also... . “What's Wrong with Farm Research”. . . “Today’s 
Price for Land” . . . “Fertility in a Hurry” .. . “What’s New in 
Farming” . . . many other trail-blazing, authoritative articles on the 
big business of farming for the biggest farmers in the business . . . 
more than 1,100,000 SF subscribers in the 13 agricultural Heart 
states, plus New York and Pennsylvania . . . These farmers with the 
highest cash incomes, yields, property investments in the nation . 
make SuccEssFUL FARMING top medium for advertisers who wart===== 
to top past sales in the national market! Get the details from a 
any SF office in Des Moines, New York, Chicago, Detroit, 
Cleveland, Atlanta, San Francisco, Los Angeles. 
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vertising, which should have been 
about 10% or $238 million of 
our domestic billings (since for- 
eign trade accounts for about 10% 
of sales), has been estimated at 
no more than $150 million. “Actu- 
ally,’ Mr. Parton said, “no one 
knows the total we spent in adver- 
tising U. S. products abroad be- 
cause darkest secrecy characterizes 
the field.” This secrecy is “an in- 
dication of how primitive the U. S. 
point of view is toward foreign 
business,” he said, noting that 
there is general agreement on the 
publication of domestic billings. 

On the favorable side, he listed 
the fact that some 33% of adver- 
tising in Latin American newspa- 
pers originates in the U. S.; the 
fact that a number of corporations, 
including Studebaker, Parker Pen, 
International Harvester, and Fire- 
stone, “are following magnificently 
broad-scale and far-sighted for- 
eign trade advertising policies”; 
the Westinghouse Electric special 
department for stimulating im- 
ports; and Marshall Field depart- 
ment store advertising to foreign 
markets asking for goods to sell 
in its Chicago store. 


‘Co-op’ Copy Doesn’t Work 


He castigated the policy of some 
corporations in appropriating fixed 
sums for their local distributors 
to use in advertising as they see 
fit. In one case, he reported, only 
40% of the money was spent for 
advertising, “and even when the 
distributor makes a serious at- 
tempt to spend the money well, 
much of it is wasted because of a 
lack of professional know-how and 
because the distributor naturally 
tends to build up his own name 
locally rather than the brand 
name of the product.” 

Export advertising, he said, is 
less expensive than foreign and 
there is less “waste” or “forced” 
circulation in foreign media. For 
these reasons, and also because of 
the hunger abroad for American 
goods which makes foreign audi- 
ences more receptive to American 
advertising, many exporters have 
found that “per dollar spent, their 
export advertising has given a 
greater percentage of sales return 
than domestic advertising.” 


Every Action Is ‘Institutional’ 


Beyond the immediate selling 
problems in export advertising, he 
argued, “‘there is need for an over- 
all philosophy for the international 
sales messages of U. S. industry.” 
He urged more institutional mes- 
sages to meet “the great challenge 
to free enterprise throughout the 
world” and said that “whether a 
toothpaste exporter, or a steel ex- 
porter, or a raw material importer 
cares to admit it or not, his be- 
havior in the world’s markets is a 
projection of America and the 
American way of doing things.” 

The American business man, he 
said, should “do everything he 
can to increase the participation of 
the United States in world trade, 
to make the flow of our exports of 
goods and services to other lands 
into a torrent that will convince 
the poorer peoples of other lands 
that free enterprise can produce 
the amenities they are longing for, 
and to increase the flow of our 
imports to convince them that free 
enterprise is not imperialistic, that 
private trade is a two-way street.” 

Winthrop W. Aldrich, Chase Na- 
tional Bank head, told the gather- 
ing that “‘the essential elements of 
a constructive economic policy in- 
clude the reduction of trade bar- 
riers, the stabilization of foreign 
exchanges, the removal of ex- 
change control on current account 
transactions, and the formulation 
of beneficial foreign lending poli- 
cies.” 


Calls for Changes 


These steps, Mr. Aldrich said, 
are essential to world peace, which 
“is dependent not alone upon po- 
litical accord.” The U.S., by rea- 
son of its strategic economic posi- 
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tion, should take the lead in pro- 
moting freer international trade, 
he declared. 

In urging multilateralism, Mr. 
Aldrich warned “that it involves 
certain structural changes in the 
American economy,” and said that 
we must refrain from subsidizing 
high-cost producers. He also called 
for a reversal of the trend toward 
government financing of interna- 
tional trade and declared that “the 
revival of private foreign invest- 
ment is an essential element” in 
this reversal. 

Spruille Braden, Assistant Sec- 
retary of State, urged that busi- 
ness support the international 
commercial arbitration commis- 
sions. ‘Ninety per cent of all claims 
referred to the Inter-American 
Commercial Arbitration Commis- 
sion are adjusted without even the 
appointment of special arbitra- 
tors,” he revealed, and said that 
the State Department is incorpor- 
ating international arbitration pro- 
visions in commercial treaties to 
cover American nationals in busi- 
ness disputes with other nationals. 


Food Distribution Aired 


Raymond W. Miller, president of 
the American Institute of Coop- 
eration, reporting on the problem 
of world distribution of food, said 
that “the specter of world hunger 
is not primarily a problem of pro- 
duction; it is increasingly one of 
intelligent distribution and wide- 
spread education.” 

“Time detours” between pro- 
duction and consumption cause 
loss of nutritional value in food, 
he pointed out. “If the human 
system should be cheated through 
a time lag planned in distribution 
in order to secure a subsequent 
rise in consumer price, then top 
management must decide whether 
or not such time lags shall be per- 
mitted to develop.” 

The food business needs an ex- 
tensive educational program, he 


@ SILENT or SOUND © 
@ Black & White or Color 


&) Public Address System 


DeVRY (Model RS-ND30) 16mm 
Sound-on-Film Projector 


THIS 3-PURPOSE DeVRY 
IS YOUR BEST BUY © 


The best is back again! Once more the in- 
comparable DeVRY RS-ND30 __ professional 
16mm. motion picture sound projector is avail- 
able to all. Compact . . . simplified . ° 
rugged . precision built, this modern 
teaching miracle now offers even greater per- 
formance with the latest electronic, optical and 
mechanical refinements. 

The amazing model RS-ND30, with separate 
high powered 30 watt amplifier and full-toned 
permanent magnet speaker, provides sound-on- 
film rrojection with theater quality perform- 
ance. It’s improved ... different... ina 
class by itself. See it! Hear it! Then 
you’ll know why DeVRY is your best buy! 

The DeVRY RS-ND30 model is a 3-purpose 
portable 16mm. sound-on-film projector that: 
(1) SAFELY projects both sound and silent 
films; (2) shows both black-and-white and 
color films without extra equipment; (3) and 
has separately housed 30 watt amplifier and 
sturdy permanent magnet speaker which afford 
portable Public Address facilities—indoors and 


out. 

Write for DeVRY’s new 136-page Film 
Catalogue—your guide to 16mm. sound and 
silent educational entertainment and religious 
films, including 16mm. reproductions of out- 
standing Hollywood features—for rent or sale. 


Only 5-time wi nner of 
Army-Navy “‘E’’ award 
for motion picture 
sound equipment. 
| DeVRY CORPORATION 
| ttt! Armitage Avenue, Dept. AA-C-10 
Chicago 14, Illinois 
Without cost or obligation, please send us: 
"] Literature on DeVRY Audio-Visual equip- 
| ment. 


OO New 136-page Film Catalogue 


said, and pointed out that the re- 
tailer “is in a position to make 
directly available to the American 
people the information that may 
help them to attain higher stand- 
ards of physical living.” 

He declared that automobiles, 
electric appliances, and similar in- 
dustries have proved “that point- 
of-sale service education is not 
only practical but profitable.” He 
said that “there is no reason why 
the housewife should not secure 
from her store, service informa- 


tion about her food just as today 
she can secure from her power 
company information as to the ef- 
ficient way of lighting her home.” 


Clarvan Names Harmon 


Sally Harmon, previously in the 
specialty sales department of the 
Wadhams division of Socony- 
Vacuum Oil Company, has been 
appointed director of the newly 
created sales-service department 
of Clarvan Corporation, Milwau- 
kee. 


Canada Admen Elect 


A. Leslie Garside, manager of 
Inland Broadcasting Service, Win- 
nipeg, and director of Dawson 
Richardson Publications, Winni- 
peg, has been elected president of 
the Winnipeg Sales and Adver- 
tising Club. . 


43 
Lewis Advanced 


William C. Lewis, with Strom- 
berg-Carlson Company, Rochester, 
N. Y., for 17 years, most recently 
chief of the government contract 
terminations department, has been 
promoted to assistant sales man- 
ager. 


GIBBONS 


ADVERTISING 


TORONTO MONTREAL, WINNIPEG 


KNOWS CANADA 
J.J. GIBBONS 


200 BAY STREET. - TOROW 
REGINA Ge 


LTD. 


MERCHANDISING 


UMONTON VANCOUVER 


—AMERICA’S FINEST 
TRANSCRIBED LIBRARY 
of WESTERN MUSIC! 


Tested and Proved Successful for 
* All Qualified Advertising! 
* Radio Stations, Large or Small! 
* Markets, Metropolitan or Rural! 


The scaled prices as to size of station and mar- 
ket are designed to fit budget appropriations. 


WRITE or WIRE for further details and prices to 


GEORGE E. HALLEY, Manager 
SYNDICATED FEATURES 


AN ARTHUR B. CHURCH PRODUCTION 
Pickwick Hotel, Kansas City 6, Missouri 


A Convenient New York Office 
at 475 Fifth Avenue 
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‘,. . things haven’t been the same since. Prentiss wa tntérvieived 


€ 


for the new Brand Preferences of Young America” 


Prentiss and Cadwallader, Georgette and Bernadine, and just plain 
Tom and Dick and Ruth and Mary... more than 5000 boys and 
girls between 8 and 20 in 41 nationwide urban centers were asked 
(away from the possible influence of parents) what they are think- 
ing about what you are producing. . . this year. The second edition 
of Brand Preferences of Young America is yours for the asking! 


Represented Nationa 
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@ No indeed! Every one of these 30 million 8 to 20 year olds 
is as much a citizen of the world as are his elders. 


q There is no bashfulness to Prentiss, the youthful bon vivant, 
as every day he lives an experience . . . every experience an 
adventure. And as his feminine playmate works her wiles and ee 
childish charms, is she not playing the femme fatale with all Bon Vivant 
the pampered indifference of a debutante? 


ai Sp @ There is no sorrow in their life. . . oozing 
yw ~~ with innocent joie de vivre as they slurp sodas 
y and gulp malteds with the aplomb of a boule- 
vardier sipping brandy at the Cafe de la Paix. 


Be pico! 


FEMME FATALE 


q And, because they are all this, because they 
constitute one-third of all the population of the 
U.S. ... receptive and responsive to brand advertising... you 
will want to see volume two of Brand Preferences of Young 
America. This survey of America’s young folks by Stewart, 
Brown and Associate;... where they bare their likes and pref- 
erences... is the nationwide answer this year to ‘‘what do 
youngsters like?’’ 


q And entre nous—the very best way you can reach them is 
through comics magazines. The National Comics Group—young 
America’s favorite magazines, with an 8,000,000 ABC guar- 
anteed circulation monthly—shoots straight at the heart of 
this vast, impressionable market. 


JOE DE Vivre 


| The National Comics Group 


Action Comics Buzzy Mutt and Jeft 
Adventure Comics Comic Cavalcade Real Fact Comics 
All American Comics Detective Comics Real Screen Comics This Saver symbol 
2 All Flash Comics Flash Comics Sensation Comics identifies the Ps 
“ s All Funny Comics Funny Folks Star Spangled Comics a See 
All Star Comics Funny Stuff Superman FER 
q Animal Comics Green Lantern Wonder Woman ‘(oe): 
. Batman Leading Comics World’s Finest Comics OK 
Boy Commandos More Fun Comics 


esented Nationally By RICHARD A. FELDON « CO., INC., 205 East 42nd Street, New York City * Chicago, San Francisco, Los Angeles 
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46 
Lady Esther to Baker 


Baker Advertising Agency, To- 
ronto, has been appointed to 
handle the Canadian advertising 
of Lady Esther cosmetics. 


| PEACE-TIME 


4 OIL BOONS 


WHeEn our Air Forces asked for 100-octane 

gas, no one thought it could be produced 

in adequate quantity. What was needed 

most was equipment. To the everlasting 

credit of manufacturers, the impossible was 

Ww accomplished and two significant peace- 
time boons resulted: 

(1) A higher standard of gas for your 

kd car; (2) A $3 billions equipment-want to 

bring all refining processes up to the new 

standard. The detailed facts will be sup- 


plied by our nearest representative. 


PETROLEUM REFINER 
uston New York Cleveland 
iin Chicago Tulsa Los Angeles 
Sema 


Advertising Won't 
Pay World Net's 
Way, Says Sarnoff 


PRINCETON — Brig. Gen. David 
Sarnoff, president of the Radio 
Corporation of America and a 
leading advocate of the estab- 
lishment of a global radio network 
by the U. S., does not believe ad- 
vertising can come anywhere near 
paying the way for such a pro- 
ject, nor would it be feasible, he 
told the Princeton University con- 
ference on “Engineering and Hu- 
man Affairs” here Oct. 3. 

“Advertising, from which do- 
mestic broadcasting derives its 
revenue, does not, for various rea- 
sons, supply the practical answer 
for international broadcasting,” 
said Gen. Sarnoff. “Such meager 
revenue as might be derived from 
this source would be totally inade- 
quate to provide the large sums 
needed for a public service of 
world magnitude. Moreover, many 
questions of foreign policy arise 


ee ee ” m — a 


in any plan to finance interna- 
tional broadcasting entirely on the 
basis of commercial advertising.” 

Gen. Sarnoff said he believed 
that for this reason, “private en- 
terprise, as well as government, 
would be well advised to recog- 
nize that international broadcast- 
ing does not belong exclusively 
within either domain.” 

His proposal is that the govern- 
ment and industry join hands in 
organizing a public corporation to 
establish and operate such a world 
network, which would be financed 
by the government. 


Names Davidson 

Jack Davidson, for the past two 
years supervisor of stations oper- 
ated by Northern Broadcasting & 
Publishing Ltd., with headquar- 
ters in Toronto, has been named 
manager of National Broadcast 
Advertising, Toronto. 


WCOP Promotes Wheeler 

Harry Wheeler, sales represen- 
tative of Station WCOP, Boston, 
has been appointed local commer- 
cial manager. 


Yes, 31 billion dollars, that’s 72% of Northern 
California’s effective buying income. 


K QW is the only Columbia station serving this 
important 14 county San Francisco- Oakland Bay Area 


I, or 


pte Fe 


Market. 


K QW for Columbia delivers this rich compact area 


... at less cost. 


EXCLUSIVELY ¥° 
Delivers the Columbia 14 County 
San Francisco-Oakland Bay Market! 2 


Represented Nationally by Edward Petry & Co. Inc. 


SERVES THEM ALL! 


1 IF Duet 


Pacific Agri , Ltd. 


San Jose, California 


aa 740 on your dial 


-~ San Francisco Studios 
Palace Hotel 
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While the 800 employes of the Nunn-Bush Shoe Co., Milwaukee, 
kept to their last, their boss, H. L. Nunn, gave them a play-by-play 
account of the World Series over the factory’s loud speaker system. 
H. L.’s strong, pleasant voice cut through the factory’s din better 
than the regular broadcast would have done with its background 
noise of the spectators at Sportsman’s Park and Fenway field. The 
employes liked it, too. They sent peanuts and pop up to H. L., who 
played amateur and semipro ball until he was 25, before he went 
into the shoe business. . . 

Account Exec Frank R. Steel, of Presba, Fellers & Presba, Chi- 
cago, and author of “Fly Fishing for Salmon, Trout, Bass and Pan- 
fish,” was keynote speaker at the first session of a course in the 
technique of game fishing given by the combined high schools of 
St. Louis. . . 

There is no thumbing for Dan Pontius, Mutual salesman, dur- 
ing Chicago’s bus strike. A seafaring gent by avocation, he bor- 
rows a speedboat and makes it downtown without a stoplight. . . 
On the occasion of the retirement of G. W. Freeman, who’s been 
responsible for creative work on the Esso radio account for 11 
years, thirty men from the Esso ad dep’t and its two agencies, 
Marschalk & Pratt and McCann-Erickson, were present at a 
party given at the Harvard Club, New York, by R. M. Gray, ad- 
vertising and sales prom. mgr. of Esso... . 

Mrs. Hermina Axthelm has chalked up 40 successful years with 
Waldes Kohinoor, Inc., Long Island City (Kover-Zip snap fasten- 
ers). She started work for Waldes in 1906 as stenographer to the 
pres., and in 1925 she became v.p. and gen. mgr., with executive 
responsibility for plant operation in the U.S... 


OH, SANTA!—Phillip D. Parker, sales manager of the lamp division, General 

Electric Corp., gets a set of Bubble-Lites, a new Christmas tree light being 

marketed by Noma Electric Corp. "Santa" is Patricia Vaniver, and Joseph H. 
Ward, executive vice-president of Noma, is looking on at the left. 


When Martha McHatton, radio editor of the Indianapolis News, 
flew to Manhattan a couple of weeks ago, she found herself the 
only woman among 50 morticians, who were on their way to a 
convention. She flew back to Indiana after some visiting around... 

Harold B. Day of ABC’s ad and promotion dep’t tells readers of 
Motor Boating that you don’t have to be a nautical veteran to 
handle and enjoy your own motor boat. His article, “Get In And 
Go,” is the lead story in the current isue... Jagan Nath Jaini, 
pres. of National Advertising Service, Bombay, is probably the first 
Indian ad exec to visit this country. He’ll spend about three months 
here, making his headquarters at Nat’l Export Advertising Service, 
in New York... 

Chicago’s Marshall Field has resigned as pres. of the New York 
Philharmonic-Symphony Society because of the pressure of duties 
which require his almost constant presence in the Windy City. 
He’ll continue as a director and trustee... 

Clarence L. Menser, NBC’s v.p. in charge of programs, was host 
at a luncheon Oct. 10 in honor of his chief sec’y, Maryann Hender- 
son Hartwick. Mrs. Hartwick, wife of Harry Hartwick, copy super- 
visor of Young & Rubicam’s radio dep’t, retired Oct. 8 after ten 
years’ service with NBC. . . Katherine Connors, former film actress 
and daughter of T. J. Connors, v.p. in charge of sales for 20th 
Century-Fox, was married in Beverly Hills Oct. 5 to theater oper- 
ator James Mahon... 

From Mutual Broadcasting System comes the news that George 
Paulsen, network sales service exec, and Hedwig Adams, a mem- 
ber of the sales staff, were married at Chateau Frontenac, Quebec, 
Oct. 5; and Richard J. Puff, mgr. of research, and Mrs. Puff are 
parents of a son, weighing in at 7 pounds at Peekskill, N. Y., Hos- 
pital Oct. 8... 

James A. Townsend, publishers’ representative in San Francisco, 
and Mrs. Townsend were guests of honor at a reception given by 
their three sons Oct. 7 in honor of their 50th wedding anniversary. 
Mr. Townsend was, almost 30 years ago, western manager in Chi- 
cago for Butterick Publishing Company... 

Two British and three Australian mechanical superintendents 
are in New York studying American printing press methods—Bob 
Affleck of the News of the World, London; Tom Parsons, News- 
Chronicle, London; Walter Denne, Truth Newspapers, Sydney, and 
Roy Abernathy and Charles Bowes of the Sydney Herald. Joseph L. 
Auer, pres., and Arthur Dressel v.p., and gen’l sales mgr. of R. Hoe 
& Co., gave a luncheon for the visitors at the N. Y. Athletic Club... 

Joseph R. Farrington, pres. and gen’l mgr. of the Honolulu Star- 
Bulletin, incumbent, was unopposed for the Republican nomination 
as territorial delegate to Congress in the recent primaries. .. And 
William G. Dwight, mg. ed. of the Transcript-Telegram, Holyoke, 
Mass., and pres. of Station WHYN, has been elected Hampden 
County commissioner to fill the unexpired term of the late Com- 
missioner E. J. Stapleton... 
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It's No Crime to Make 
A Profit, Weir Thunders 


Business Needs ‘Guts 
to Speak Up Boldly,’ 
Says Copywriter 


CINCINNATI—“This country needs 
business men with a new kind of 
guts—the guts to speak up and 
say what’s on their minds,” Wal- 
ter Weir, famed copywriter and 
head of Walter 
Weir, Inc., New 
York agency, 
thundered before 
the Advertisers’ 
Club of Cincin- 
nati last week. 

“We’ve got to 
have the guts to 
be unashamed of 
the fact that most 
of us are in busi- 
ness to make a 
profit, and that 
making a profit follows inexorable 
laws: laws of efficient manage- 
ment, equally efficient production, 
and sound financing,” he insisted. 

Advertising that talks of the 
glories of free enterprise and the 
American way of life has been 
100% ineffective, he said, because 
people can’t think or act in terms 
of a general concept. He laid it 
on the line like this: 


Must Speak Up 


“People want products. They 
want them at prices they can af- 
ford. They want them without 
waiting. That’s what free enter- 
prise means to them. That’s how 
it affects them. That’s the way 
we should talk about it. 

“When the soap 


Walter Weir 


companies 


couldn’t get enough fats to make 
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EASIER. 

Gives you quick- 
click IDEAS. 
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100 new top-notch 
adv. photos to 
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EVERY month. 


Covers ALL lines 
business. 


Puts every promo- 
tion in BIG 
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soap, they went to the people and 
said, ‘We’ve got to have your used 
fats before you can have our 
soap.’ Have you seen any of the 
automobile companies going to the 
public and saying, ‘We’ve got to 
have your support in the settling 


of the labor situations before you yourself’? 


can have your cars?’ Have you 
seen any of the meat packers go- 
ing to the public and saying, ‘You 
can’t have OPA and meat, too— 
and here’s why’? Have you seen 
any of the textile companies going 
to the public and saying, ‘If you 
want white shirts, you’ve got to 
see that we’re able to produce 
them at a profit—because if we 
can’t, we can’t stay in business 
and then you don’t get any white 
shirts at all unless you make them 


“The other side isn’t afraid to 
talk up. . . When the other side 
cries about ‘One third of a nation 
ill-fed, ill-clothed and ill-housed,’ 
do you hear any firm voice talking 
about two-thirds of a nation well- 
fed, well-clothed and well-housed? 
That’s a higher percentage than 
you’ll find anywhere else in the 
world—and two-thirds is close to 
a passing grade in any school of 
thought. 

“T think we’ve been confused 


47 


by the intellectuals. They’ve made 
us ashamed of being business men, 
of making a profit, of being ‘con- 
servative.’ I doubt that there’s a 


431 S. Dearborn St., 


Chicago 5.1llinois 
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There's nothing wishy-washy about Teena the high 


school girl. Our girl Teena has definite ideas about 
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she lives in and the things she and her teen-mates 


like to do. Independent, decisive, she makes up her 


TS™ 


mind quickly and is quick to pass on her 


opinion to parents and friends. She 


has taste, intelligence and a healthy sense 


of values. And she knows what she 


wants — though she's not always sure 


where, or how, to get it. It's up 


to you to tell her—in 
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man here, who, if his boss or his 
me a double 
spread in the Post and run a pic- 


client said, ‘Get 


ture of my factory,’ wouldn’t 


the fellow like an old-fashioned 


idiot. .. 


“I don’t believe a factory is 


anything to be ashamed of. I 


treat | pool. 
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believe a large salary is anything, What better incentives could you | welfare. 
| to be ashamed of—or a yacht or | offer? 
an estate or a tiled swimming | offering them? 
They’re the things you can | 
get here in this country if you) ‘the coal 
work for them. We talk of the. picker 
necessity of offering incentives—| having a yacht or an estate or a 
don’t | of the efficacy of a reward system. ‘tiled swimming pool. 


“Show me the grocery clerk, 
miner or the cotton 
who doesn’t dream of 


Show me 
the kid starting out in business 
|'who wouldn’t like to have his own 
factory some day. . 


| “These things have to be said, 
|}and they can be said by only one 
| source—the business community 
| itself. They have to be said in 
more than a few advertising cam- 
paigns. They have to be said on 
all occasions—in print and in pri- 
vate. We have a selling job to do 
—make no mistake about it. And 
we’d better start on ourselves. Be- 
cause if we don’t believe in what 
we're doing, nobody else will. 


A Double Sales Job 


“How is it going to be done? By 
showing a little guts. We’ve got to 
say what we think. We’ve got to 
| interpret to people the products 


‘they use in terms of their own 


Take grade labeling. 


And why be ashamed of! You can shout all you want about 


what a threat grade labeling is to 
free enterprise—it means nothing. 
But when you can show that it 
holds the quality of the products 
people use to a minimum, rather 
than letting it soar to a maximum 
through the exercise of free and 
open competition among various 
trademarked brands—then you’re 
talking in terms that the public 
understands; then you’re talking 
in terms that get action. And 
that’s selling copy.” 

All of these factors are part 
and parcel of today’s advertising, 
Mr. Weir maintained. ‘‘We’ve got 
to sell twice as hard,” he said: 
“Once for the product and once 
for the right of the manufacturer 
to make his product and sell it at 
a profit.” 

Having disposed, for the moment, 
of the “guts” of his subject, Mr. 
Weir took occasion to level a few 
special brickbats at advertising 
research, asserting baldly that re- 
search has hurt advertising as 
much as it has helped it, and “it 
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seems particularly significant to 
me that as reader ratings have in- 
creased, the number of selling 
slogans and name copywriters has 
decreased... 

“Research is easy; thinking is 
hard. We make a mistake 
when we put the piano tuner at 
the keys and the automobile 
mechanic behind the wheel. And 
none of us can begin to do for 
American business the job it needs 
done for it until we begin to think 
clearly about our own business. 

“Let’s be honest. We stress re- 
search in advertising today be- 
cause it’s the easiest way to sell 
our services. But accounts still 
move as much as they ever did 
and good advertising ideas are just 
as few and far between as they 
ever were. Advertising looks a 
lot more professional, but the only 
sound way to judge it is by 
whether it pays out. And nobody 
can predict that safely in ad- 
vance, .. 

“The fault I have to find with 
much of modern advertising—the 
quagmire into which we are 
plunging deeper and deeper—is 
the fact that it seems to concern 
itself too much with technique and 
too little with idea content. We 
employ all the tricks that reader 
research has taught us to make it 
easy to take—and then neglect to 
put anything into it worth tak- 
Ng... 


Must Do Fundamental Job 


“T am a devotee of readership 
techniques myself. I insist stoutly 
on a variety of techniques which 
research has proved make for 
greater reading. But my roots are 
still imbedded deeply enough in 
the past to cause me to ask: 
Greater reading of what? Why do 
I want the ad read more thor- 
oughly—so that I shall lead all 
others in the Starch rankings, or 
so that I shall sell more of my 
client’s merchandise? And if it’s 
the latter, what’s going to bring 
it about—just more reading? Or 
the absorption of a particular mes- 
sage? 

“I believe advertising can do a 
more fundamental job than it has 
done. I believe if it did, it would 
be taken more seriously, and 
there might not be so much sniping 
at it... The sale of merchandise, 
so far as I am concerned, is a 
serious business. It’s a_ service 
provided to the public. A manu- 
facturer has a legitimate right to 
offer such a service and to ad- 
vertise it—and if his product has 
the least advantage, he doesn’t 
have to trick up his advertising 
to sell it... 


Service to People Is Key 


“T suppose, when you get right 
down to it, the fundamental of 
producing sound advertising copy 
is having it perform a service for 
people. For advertising isn’t writ- 
ten for markets—it’s written for 
people. It’s a job to acquaint them 
with the myriad services. that 
American business provides for 
them. Its job is to bring to their 
attention useful information to 
help them live better. And as it 
does, it wins greater respect not 
just for itself but for American 
business. I believe every adver- 
tisement should be judged in that 
light—and if it is, it can’t help 
but be more effective on the sell- 
ing end.” 


——————————— 
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NEW SYMBOL—This is the redesigned 

government savings bond insigne, which 

will be featured in a nationwide bond 
campaign, Nov. |1-Dec. 7. 


Statistical Base 
of U. S. Figures 
Put Under Attack 


Plan Conference 
to Check Methods 
Used by BLS 


WASHINGTON—Disturbed by at- 
tacks on government statistics 
which are coming with increasing 
frequency from industry and labor, 
the Bureau of Labor Statistics and 
the Budget Bureau have asked 
representative economists and 
statisticians from all walks of 
life to suggest better methods of 
measuring produciivity. 

Technicians from !abor, industry, 
education and government are to 
gather here Oct. 28-29 to review 
existing methods, with a view to- 
ward “clarifying and resolving” 
some of the “genuine differences 
of viewpoint” which exist in this 
critical statistical area. 

Despite the angry things that 
have been said about government 
figures, BLS and Budget Bureau, 
sponsors of the meeting, doubt that 
it will produce the kind of fire- 
works that erupted last month ata 
meeting of the National Industrial 
Conference Board in New York. 


Charged Political Expediency 


At that session, business econo- 
mists like Andrew Court of Gen- 
eral Motors charged that ‘serious 
depression and unemployment 
may result if federal statistical 


"Yellow Gold" 
Is Flowing Again 
In Winston-Salem ... 


Yes, the Winston-Salem tobacco 
market is again rolling along... 
possibly to another record high 
over last year when farmers re- 
ceived almost $31,000,000 for 
their leaf. 


In this area where there is a 
sensible "balance" between indus- 
try and agriculture, the annual 
tobacco selling season releases 
PLUS purchasing power to thou- 
sands of farm families . . . giving 
them CASH to buy the things they 
need . . . and you have to sell. 


JOURNAL and SENTINEL 


Winston-Salem, North Carolina 


National Representatives: 


KELLY-SMITH COMPANY 
NBC—Radio Station WSJS—NBC 


agencies continue to shape figures 
in the light of political expedi- 
ency.” 

Privately, government econo- 
mists return the compliment, and 
accuse Mr. Court and his associ- 
ates in industry and labor of mis- 
representing the government fig- 
ures for their own 
ends. 

The 75 to 80 selected people 
from all shades of the economy 


immediate | 


fine themselves to forum discus- 
sions of “concepts of measuring 
productivity” at the job, plant, in- 
dustry, national and international 
level. 

While they probably will not 
agree on generally acceptable 
standards, government sponsors 
of the meeting feel it will be 
worth while to all, just to hear 
each other’s point of view. 

Apparently Mr. Court’s objec- 


who participate in the scholarly | tions to government statistics will 


sessions here next week will con- | not come directly before the meet-| 
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ing, for, according to BLS, he has | and statisticians live in a tight 
declined an invitation to take a/|little world of their own, Mr. 
leading role in the discussions. 'Court’s fellow professionals in the 
| government are at a loss to under- 
'stand how he came to denounce 
Career government economists | 
/concede that statistical procedures | 
| are always open to criticism. They | 
suspect, however, that much of | 


Argue Over Figures 


best loved 
try the local approach 
use the country weekly 


OZAUKEE PRESS 


“the weekly with pictures” 
port washington, wis. 


the present activity results from 
the fact that productivity has been 
bandied about in wage and price 
negotiations. 

Since upper strata economists 


his is VOledo 


...and this Is 
...Where fashion has been 
foremost for 53 years 


More than half a century of con- 


centration on clothes 


fashion, in good taste, and in 
good quality... through boom, 
depression, war and peace! Five 
floors of fashions and accessor- 
ies...and nothing else! A flex- 
ible range of prices that indulge 
an executive-income taste for 
famous designers, or meet the 
restrictions of a first-job pay 
check! A talent for friendships 
that last from first-date dress to 
Golden Wedding anniversary, 
and longer! This is Stein’s... 
an important reason why Toledo 
women shop in Toledo, and 
why Toledo is a shopping mag- 
net for all northwestern Ohio 
...an alert and responsive retail 


center which merits 
full consideration. 


The Blade is proud to have served 


in good 


constant 
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Stein’s as well as Toledo’s other fine 
retail stores in developing business not 
only in Toledo proper but throughout 


the Toledo retail trading area—an area in 
which, as in the city itself, it enjoys 
exceptional coverage. The strength of 


Write for 
“This is Toledo’ booklet. 


...and this is the 


TOLEDO BLADE 


any newspaper lies first of all in 
the service it renders to its 
readers. During the year 1945, 
the volume of The Blade’s news 


and editorial content exceeded 
that of any other evening news- 
paper in the United States. 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 
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Federal Reserve for ‘“misrepre- 
senting” auto production. 

In his New York speech he said 
Federal Reserve reported July 
auto production up 78% over 1935- 
39, whereas it was actually off 


10% from the base period. Fed-| 


eral Reserve people feel Mr. Court 
knows very well that their figures 
deal with over-all activity in the 
industry, including production of 
parts, and that it does not mean 
that 78% more cars were built in 


+) RL a DR ao 


July 1946 than in 1935-39. 

Mr. Court objects to the use of 
“manhours paid for’ as a meas- 
ure of production. “Thus,” he 
says, “the slower people work, the 
|\less work they do per hour, the 
higher the production index goes. 

“Paid lunch periods, paid sick 
time, pay for smoking on the job, 
call-in pay, and all the other 
methods for paying for not work- 
ing which have been forced on in- 
|dustry in recent years make the 


WHOS: GETTIN 


uestion, to which we will soon 


We serve 24 times as many Negro 


545 FIFTH AVENUE 


THE LIONS SHARE ? 
How the American Negro spends ten billion dollars annually is a vital 
ompany of America is making a brand preference study of the 25 


principal areas inhabited by Negroes in the U. S. This is the only study 
of its kind ever conducted. Reserve your copy on your letterhead now. 


INTERSTATE UNITED NEWSPAPERS, Inc. 


NEW YORK @ CHICAGO e DETROIT 


have the answer. The Research 


Papers as all other representatives. 


NEW YORK 17, N. Y. 


official government index go up.” 
He _ specifically blames BLS 
which he says “defines manhours 
and payrolls so that official aver- 
age hours of work appear high 
and average earnings show less 
increase than actually exists.” 


Recognize the Problem 


Legitimacy of such a complaint 
is recognized at BLS. In fact, 
some officials say Mr. Court could 
strengthen his case if he added 
vacations with pay to the factors 
which dilute productivity. 

Alternative to using present 
payroll figures, they say, would 
be to require industry to keep 
separate sets of figures for time 
actually worked. As it is, BLS 
accepts the admittedly distorted 
payroll figure because it is most 
convenient for reporting firms. 
They feel non-productive payroll 
hours are actually such a fraction 
of all, that it would not be worth 
while to require separate book- 
keeping. 

Federal Reserve feels that dis- 
tortion of non-production payroll 


hours is diminished in its indus- 
trial index because manhours used 
in estimating industry output in 
that series are adjusted by a pre- 
determined productivity factor. 

This factor based on actual pro- 
duction experience and manhour 
payrolls for the preceding year, 
also takes into consideration the 
general trend in the industry. 
While admittedly it is only an 
estimate, officials say, it should 
also be remembered that the pro- 
duction index is not necessarily 
“on the nose” for a specific month, 
for it serves more as an indicator 
of trends than of specific produc- 
tion. 


Auto Figures Unsatisfactory 


Federal Reserve concedes that 
present automobile figures may be 
unsatisfactory in a number of 
ways. First, they agree it might 
be wise to adopt a title which 
demonstrates more definitely that 
the figure covers parts and other 
work as well as completed cars. 

Second, they agree that it may 
be necessary in the near future to 


Here they are, BOSS... 


33,600 


Approximately $10,000,000 (TEN MILLION 
DOLLARS) is spent yearly by the 400,000 
families who read the Detroit Times every 
day—to purchase layettes, special foods, medi- 
cal supplies, baby clothes—toys—and the many 


nice little things for... 


precious 
reasons why! 


The Detroit TIMES 


the 33,600 new members who annually 
join the 400,000 DETROIT TIMES reading 


families. 


This represents only a small (but important) 
segment of the mighty market you can reach by 
advertising in the Times. 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


A GOOD NEWSPAPER... 
FASHIONED FOR THE FAMILY 
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resume a monthly factory sales re- 
port which was suspended in 1943, 
when auto production was at a 
halt. 

Until 1940, Federal Reserve 
based auto industry activity en- 
tirely on factory sales figures. 
Then, to reflect the actual amount 
of work in the industry -during 
change-over months, the emphasis 
shifted to a manhour worked basis, 
which attempted to indicate the 
percentage of total year’s effort 
accomplished in a month. 


A Delayed Showing 


Thus, they say, it may be true 
that there were 10% fewer finished 
cars in July than in the base 
period, but there may also have 
been parts produced and other 
work accomplished which will 
eventually show up as autos in 
which Americans can ride. 

If the factory sales monthly re- 
port is resumed, Federal Reserve 
economists would probably insist 
in continuing the manhour scale, 
too, as a measure of over-all ac- 
tivity. 

Frankly they concede that their 
present productivity estimate may 
be faulty and that they may be 
overestimating auto industry ac- 
tivity. Since there have been no 
cars built during the past four 
years, Federal Reserve assumes 
that auto industry productivity is 
at prewar levels. 

From within the industry there 
have been protests that productiv- 
ity is anywhere from 50 to 80% of 
prewar. Here, Federal Reserve 
people say, you get into one of 
those areas of ill-defined defini- 
tions. 


Experts Called In 


Federal Reserve bases its as- 
sumption on the over-all produc- 
tion for the industry. Others try 
to estimate productivity by com- 
paring prewar and present costs 
for identical processes. 

Government people also point 
out that productivity is actually 
greater if you eliminate vacation 
and other non-production man- 
hours from your estimate of work 
accomplished for a given labor ex- 
pense. 

Assisting BLS and Budget Bu- 
reau in the conference next month 
is an executive committee which 
includes Solomon Fabricant, Na- 
tional Bureau of Economic Re- 
search; Henry B. Arthur, Swift & 
Co.; Solomon Barkin, Textile 
Workers of America (CIO); Mar- 
garet Scattergood AFL; Samuel H. 
Thompson, U. S. Department of 
Commerce and Charles E. Young, 
Westinghouse Electric Corporation. 


Promotes Kellner 


Martin Kellner, sales promotion 
manager of Brown-Brockmeyer 
Company, Dayton, has been ap- 
pointed sales and advertising man- 
ager. 


Nesco Advances Slaby 

Charles O. Slaby, assistant sales 
manager of the stove and heater 
division of National Enameling & 
Stamping Company, Milwaukee, 
has been promoted to sales man- 
ager. 
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What a panorama of NEW MEXICO 


—in November H oli d ay 


Tn this issue Holiday launches a new and far-reaching 
editorial departure—a complete and definitive series of 
articles on a subject of engrossing interest to all who 
look beyond horizons. Not one article on New Mexico 
but ten—35 pages of pictures and description—cover- 
ing all the multi-phases of this coming vacation state. 

For it is no idle boast that New Mexico stamps on 
its license plates, ‘‘Land of Enchantment’’. Here are 


snow-capped mountains and sun-drenched deserts, 


_ Navajo pueblos, Spanish missions, dude ranches, artists’ 


colonies, trout-laden streams and endless forests where 
black bears roam. 

Holiday moved in with a corps of writers and pho- 
tographers and did the job in the thorough Holiday 
manner, including hitherto unobtainable color photo- 
graphs of the famed atom bomb site at Los Alamos. 

And this is only a part of the wealth of good read- 


ing and captivating pictures in November Holiday. 
“Golf Town, U.S.A.” which is Pinehurst, urbane 
Buenos Aires, Football, Haiti’s Sky-hung Fortress are 


indicative of breadth and quality. 


INDEPENDENCE SQUARE, PHILADELPHIA 5, PA. 


ey 
SARS REIT, 


Holiday ct Cows tc than Adoeiiting 


Holiday’s adventuring spirit—its new and unusual treat- 
ment of travel subjects—makes it a natural choice for trans- 
portation advertising. In its first four issues March, April, 
May and June — Holiday carried more transportation ad- 
vertising than did any other general monthly magazines in 
the first six issues of 1946. Four issues against six and still 
the volume was greater. The figures are attested by Leading 
National Advertisers first Half 1946 Cumulative analysis. 

It is obvious that the readers of Holiday are interested 
in travel and do travel. It is likewise certain they are an active, 
spending group who have the means to satisfy a wide range 
of desires whether at home or on vacation. 


The Holiday mood is a Spending mood. 
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Fulton Names Bloch f) following percentage of increases Indianapolis ......25 21 21 
“ j pS ES eer 29 35 25 
H. George Bloch Advertising €pa riment fore " tesa er rage ee eo habeas Milwaukee ....... 40 38 27 F id 
Company, St. Louis, has been ap- corresponding figures 0 1945: St. Louis District... .34 32 23 
pointed to handle the advertising . : Week Ending Little Rock ...... 40 25 24 ; 
of Fulton Iron Works Company, 0 ao a oe a) rie ......--88 1 oF hither 
St. Louis, manufacturer of sugar \) 0 | er district and city <1 28 5 Ce Oo eee 27 28 20 | 
*. : shoe & UNITED STATES ..27 23 14 | Memphis ......... 49 «42—~C*«S iasaiakcs 
mills and diesel engines. Boston District .....23 40 20 | yinneapolis District. “awe: | 
mew PaAVen ...... 20 33 28 Minneapolis ...... 
an Car 0 Boston .......++..28 44 21 ORS So are (Not available) 
Springfield Sassess 16 33 12 Duluth-Superior .. 
_ Providence ....... 6 21-12 | Kansas City District 33° 26 16 
WasHIncToN—Department store | ‘SY vers Distriet 2 2 2 | Denver ........--. 430 30022 
sales the fi , Newark .......... 15 20 © | Wichita <......... 20 20 15 
Sales the first week this month| Buffalo ........... 20 21 20 Saneen Clty ......98 25 16 
were only 14% ahead of sales in| New York ........ 5 e. e8 Mt, Joseph ........ 19 4 —5 
the nation the same week last} Rochester ....---. os = - Oklahoma City ...34 37 6 
rear , , Syracuse .........33 38 26 ee a 19 
| Year, the Federal Reserve Board | phitadeiphia District 24 35 18 | pallas District... 47 -82—~—t« 20 
reports. In Pittsburgh, the power Philadelphia ..... 21 25 14 7) ae aaa 42 32 22 
Winner of the shutdown closed most department | Cleveland District ae y br Fort Worth ...... 24 38 17 
ANVIL OF PUBLIC stores and reduced store sales to oll dalla pi 4 TROMMEOR. 20055005 66 36 20 ) 
OPINI T Oo . = oo meat alia bs < 6 San Antonio ......50 28 24 : a ee 3 “ 
* a" | 93% undet the same week of 1945. Cleveland ........25 27 31 legen Seamelion Siee.. 46 26 26 WILLYS-OVERLAND MOTORS | 
Most Meritorious 1945 Highest gains for the week end- CGIVMBUS «2.50605 25 32 13 Los Angeles Area.25 25 41 wectes of sweaica s most Estrus vewicues 
FIELD Pete Relations Program ing Oct. 5 were in Los Angeles, up fore alte . ' 23 Oakland ..... ee) er) ry eaeinns tn Wn cena 
. ‘ merican Magazines : ] aa RES ° ittsburg iste <a —98 Ss ancisco ....25 29 25 _ 
Delivering pronencr te ag 41% -* er the corresponding 1945| Richmond District ..29 19 17 lpg stise: ees rd 9 o in Toledo newspapers ao ‘ee 
the largest Amadients Pubic | week, and in the 12th (San Fran-| Washington ...... 20 17 12 Salt Lake City....48 30 33 | Sele thet Willeetivedead te all cst 
Net Paid ABC Relations Ass'n | cisco) district, where sales were| Baltimore ........39 21 23 Beatle 445. nsa es 27 27 3 | to go places a ae eutemetive weed 
bonny nse up 36%. Pittsburgh’s strike “Seana ey os os siniche abi This copy appeared just before an- 
. tea) eed Me Jats t availa 3 : 
Weekly brought sales in the fourth reserve| Miami ............37 40 * oe ee nouncement of a new line of W-O pas- 
district to 17% below a year ago.| Atlanta ..........39 3: 21 a aye senger cars. 1 
FINANCIAL WORLD 4nd er 4+ folder: | Sales in New York and St. Joseph,| New Orleans ..... 33 33-83 | Motocycle Appoints Two | 
eu een re X Of ; © : 2 PMO VIUIG: 455. cces “ 
<a 86 Trinity Place,N.Y.6 Public Relations Mo Rapes 5% below a year ago. Chicago District ....3 28 24 : n dian Motocycle Company, North Star Transfers 
eT The reserve board reported the Chieago o.05. 6.25 80 23 21 |Springfield, Mass., has appointed 


A. F. West and William W. Vivian| Roesing to New York 
assistant sales managers. Mr. West, 


O. W. Roesing, assistant sales 


in charge of all distributor and 
dealer contacts, has recently been 
chief of the automotive and heavy 
machinery division of the War 
Assets Administration’s Cincinnati 
regional office, and was formerly 
with Indian for 16 years. Mr. 
Vivian, in charge of sales promo- 
tion, service, and parts and ac- 
cessories sales, was an engineer at 
Hill Diesel Engine Company, Lan- 
sing, Mich., before entering the 
Navy. 


Pessl to Friend-Sloane 


Helene Pessl, Inc., New York, 
manufacturer of Melinda teen age 
cosmetics and Little Lady, Young 
Lad and Baby Dear toiletries for 
children, has named Friend-Sloane 
Advertising, New York, as _ its 
agency. National magazines, youth 


manager of North Star Woolen 
Mill Company, has been trans- 
ferred from the general offices in 
Minneapolis to the New York 
sales office. He will work with 
Harold J. Leydon, general sales 
manager. 

Mr. Roesing, formerly with the 
Stromberg Time Corporation and 
Tel-Autograph Corporation, joined 
North Star in 1943 as assistant to 
the president, and has been as- 
sistant sales manager for two 
years. 


Suitt Joins McCann 
William Wallace Suitt, formerly 
publicity director and assistant ad- 
vertising manager of the Youngs- 
town Kitchens division of Mullins 
Mfg. Company, Warren, O., has 
joined the Cleveland office of Mc- 
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publications, business papers and |Cann-Erickson as a member of the 
direct mail will be used. creative staff. 
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CBS programs on WMBD have a higher Peoria Hooper in every case 
than the national ratings. The following ratings are for the period Dec- of os 
ember, 1945 through April, 1946. _ g 


; ers 
Peoria Peoria Nat'l Peoria o's Ae 
Ran Program Hooper Hocper BONUS S ae) «j> > 
1. Lux Radio Theatre (WMBD-CBS)..............6..0..000eeeeeees 39.0 24.2 148 Ge 00° 46% S 
2 ....(Program on Competing Network B)...............ccccceccees $2.1 ee a % ce : 
3 Joan Davis & Andy Russell (WMBD-CBS)..................0000000 31.3 16.2 15.1 ov ( 
4. ee a iis 5g 56.6505 60encsdesecaseenesaeee 29.7 15.5 14.2 ; 
5. Dereon Sates EaNPOle CW EOS) 6. cic ccc cccisiccaesacdcenesyes 29.0 21.4 7.6 
6 AROMeEO GE eOR UW TR TIIP AEG) 6 6 6nc so cdcevecicasceesecseewcces 29.0 11.5 Li | 
Nn, cussadanennceaenraneusanened 28.8 13.6 15.2 W , 
8. Bob Hawk Show (WMBD-CBS).....................c0000c cee 27.9 13.4 145 re Forty-seven grocery 
9, soste rogram om Campetinae Network B) .. ..cccsicccscccccccessees 26.3 Gas sors < i 4 
10. I SN, ooo ikiokb ds bcdec sc osicdeiedeebesaeseccaace 26.2 10.3 159 nN tenes in Lawrence were el 
ae ee Bi rn 25.7 17.6 8.1 ) sonally interviewed for this 
Bi I FD so coc ccsccccccnsvencewssccvicacveveees 25.1 15.6 95 nd : 
13. Suspense (WMBD-CBS) .....................0 cee 24.3 13.8 105 study by the Eagle-Tribune, under 
14, soy \e rogram On Competing Network B).... 00.0.6 cccsascicccscseve 24.1 bs aes : : y T 
15. Those Websters (WMBD-CBS).......................0! 23.7 64 17.3 the direction of the New England News- 
16. Adventures of Ozzie & Harriet (WMBD-CBS)...................... 26.6 9.7 16.9 isi i 
17. Your Hit Pacts (WMSD4ES).....................000 0 33.2 13.6 9.6 papees Aewerinag Manes, Fnem tie beo- 
ei, cantcveksndeddeoveseneddaces 22.9 13.3 9.6 chure you'll learn the percentage of distribution 
19, American Melody Hour (WMBD-CBS).....................cccceees 22.8 9.0 13.8 ‘ ‘ ‘ 
. ton s).......................... ee 22.5 15.4 71 of 387 leading brands. It’s data you will refer to 
Sh, Beate Be Bi TOI occ cc ccccsccccscccocccccceesevcs 22.4 10.2 12.2 : . 
22. Danny Kaye (WMBD-CBS).......................0cccee le, 22.1 12.1 10.0 again and again. 
SR, WM CI ooo ccs cccccccccsncsaceucnesceccecces 21.3 11.2 10.1 
24. EPRTATG TOONS CW EIEIO) eikcnicnsciass ccrcnccectccswssesdasesacc< 21.2 Lis 9.7 ° 
25 o+ee(erogram on Competing Network B).......0.sscaccccesaccsecees 20.9 so oe For Lawrence Survey nee Se 
EAGLE-TRIBUNE, LAWRENCE, MASS. 
WMBD offers network and national spot advertisers a “bonus rating” in (The only newspaper devoted exclusively to 
Peoria. Local programming and local acceptance, plus Peoria’s FAVORITE the Lawrence market) Or to Ward-Griffith Co., 4 
network result in more listeners than all other stations combined. ee ee 
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~ CBS AFFILIATE 
Charles C. Caley 


Executive Vice President 
National Representatives 


th EAGLE- TRIBUNE 


5000 WATTS ) | 
. LAWRENCE, MASSACHUSETTS | | 


Edgar L. Bill 
President 


FREE & PETERS, Inc. .. 


WARD -GRIFTITH CO -NATIONAL REMRESENTATIVES 
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Traffic Safety 
Campaign Seeks 
Nationwide Help 


CHICAGO—A continuing cam- 
paign promoting traffic safety, 
sponsored by both national and 
local advertisers, is being built 
toward nationwide coverage and 
state - by - state support is needed 
to make it a thorough success, the 
National Safety Congress was 
told here recently. 

The program was outlined to 
delegates by Myles Standish, Provi- 
dence outdoor advertising execu- 
tive and chairman of the Rhode 
Island governor’s committee on co- 
ordination of public information 
media. Mr. Standish, who also is 
vice-president of the Outdoor Ad- 
vertising Association of America, 
serves as chairman of the industry’s 
traffic safety coordinating com- 
mittee. 

Mr. Standish said he is convinced 
that this program of national and 
local cooperation “can reduce our 
mounting traffic accident toll by 
50% within the next three years” 
and “at the same time, it will pro- 
vide a dramatic demonstration of 
how business and advertising can 
serve in the public interest.” 


State Basis Urged 


While the campaign can be 
started immediately in individual 
communities, he suggested, how- 
ever, that it should first be set up 
for an entire state, so that local 
programs can be coordinated. He 
said the plan, originally developed 
as the basic promotion pattern for 
the outdoor advertising industry’s 
three-year traffic safety project, can 
be used effectively to obtain space 
and time in all media. 

The outdoor advertising industry 
launched its drive with the posting 
of the first traffic safety message 
last December. The OAAA is the 
coordinating and production agen- 
cy; the National Safety Council is 
the “client”; and advertisers pay 
locally to sponsor the safety. series 
in their own areas. 

This campaign does not conflict 
with a separate “Stop Accidents” 
drive launched in January by the 
Advertising Council, also in co- 
operation with the National Safety 
Council. The Ad Council’s program 
calls for one poster a year as part 
of an all-media effort, while the 
OAAA program is a continuing, 
three-year campaign enlisting ad- 
vertiser support on a regular spon- 
sorship basis. 

Women’s Groups ‘Sold’ 

In Rhode Island, Mr. Standish 
said, women’s groups were first sold 
on the idea that they must arouse 
public interest and support. “All 
publicity media were then con- 


Write to THE 


REPLY-0 PRODUCTS CO. 


150 West 22nd Street, New York 11 


vinced of the importance of a cam- 
paign that would help reduce traf- 
fic accidents, and of their respon- 
sibility for the success of such a 
program. 

“As a result, outdoor advertising, 
newspapers, radio and both nation- 
al and local users of these media 
have teamed up with the Rhode Is- 
land Congress of Parents and 
Teachers to develop a continuing 
campaign on traffic safety.” 


American business recognizes a 
new measure of responsibility for 


the public welfare, he said, and 
“business and advertising have 
much to gain by devoting part of 
their facilities and techniques to 
cooperation with officials and with 
citizens’ organizations in this drive 
to prevent death and injury on our 
streets and highways.” 


Joins DeJernett Agency 

Dorothy Musselman has joined 
Ira E. DeJernett Advertising 
gaa Dallas, as account execu- 
ive. 


Open Art Studio 


Sol J. Berger, recently released 
from the Navy and before that ac- 
tive in the Chicago art field, and 
Boris Hamilton, who formerly 
owned his own art studio, have 
opened a new art studio to be 


known as Vision, Inc., with offices] 


at 107 W. Wacker Drive, Chicago. 
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New York. The association will 
discuss spread of fair trade in the 
hardware, automotive, houseware 
and electric appliance fields. 


Sets Trade Forum Date 


The American Fair Trade Coun- a 


cil will hold its annual forum Nov. 
26 at the Waldorf-Astoria Hotel, 
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page size. 


_ WHEN MAKING UP YOUR 


Effective January, 1947, FARM AND 
RANCH, the farm magazine of the 
Southwest, offers advertisers a new 


Adjustment of FARM AND RANCH 
rates in keeping with the new size 
of space units goes into effect at 

the same time—January, 1947. 


1947 SCHEDULE 


—DON'T OVERLOOK THESE CHANGES! 


Be sure to see new rate card or Standard Rate 


& Data for additional mechanical requirements 
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Branch Offices: 52 Vanderbilt Ave- 
nue, 
Drive, Chicago © 1895 Monroe 
Drive, N.E., Atlanta. West Coast Rep- 
resentatives: Simpson-Reilly, Ltd., 
Russ Building, San Francisco, Calif. 
Garfield Building, Los Angeles, Calif. 


New York © 75 East Wacker 
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Mrs. Shoop Goes to N. Y. ; 
Lucile H. eo formerly in the Publishers Issue 


Boston office, has been appointed 
head of the retail PR ev: = sales Ad Sales Manual 
department of the Christian Sci- CHATTANOOGA, TENN.—To aid 
ence Monitor, New York. its members in training more ef- 
ficient salesmen more rapidly, the 
Trenkmann Advanced Southern Newspaper Publishers 
Richard J. Trenkmann, adver- 


Association is publishing a com- 
tising manager of General Finance 


prehensive training manual, 


Corporation, Chicago, has been ap- “Newspaper Advertising ; How to 
pointed director of advertising. Write It—Sell It. 


In Metropolitan Oakland, 
The Pacific Coast's 
3rd Market 


The tremendous impact of reaching 2 out of 3 homes 
in the ABC city zone shows the telling effect of 
Tribune coverage. 


The Oakland Tribune dominates family buying power 
with 71% of its total circulation, or 101,864, being 
home delivered. 


TOTAL NET PAID CIRCULATION 


pay 142,832 sunoay 155,093 


A.B.C. Publisher's Statement, March 31, 1946 


— Oakland.sP2Tribune 


BSSOCHATFO PRESS... WEIRELPMOTO.., UMITER Bates 
WILLIAMS, LAWRENCE G CRESMER CO; ee 
National Representatives Including Sunday Magazine Section 
Comics: METROPOLITAN SUNDAY NEWSPAPERS, INC. 
Member: AMERICAN NEWSPAPER PUBLISHERS’ ASSN. | 


WWL 


New Orleans 


"DURANTE: MOORE. SHON” 

FRIDAYS 8:30 PM. fi 

REYALL DRUG STORES. il 
870 on 
Your Dial 


shouts its shows 
on car cards 
throughout 
the year 


Folks turn first to— 


NEW ORLEANS — 


a 


ee" AENT Ge LOVE 


The Greatest Selling Power in the South's Greatest City 


50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 


The book, which had its begin- 
ning at the association’s advertis- 
ing committee meeting early this 
year in Atlanta, Ga., has been 
edited by Loyal Phillips, advertis- 
ing director of the New Orleans 
Item. Walter C. Johnson, secret- 
ary-manager, and members of the 
advertising committee assisted in 
planning and publishing the manual 
which is available to all publishers 
for $1. Each member of the as- 
sociation will receive a copy free. 

Orders should be addressed to 
the Southern Newspaper Publish- 
ers Association, Chattanooga, Tenn. 


ABC Adds 4 Outlets 


American Broadcasting Com- 
pany has boosted its total number 
of affiliates to 224 with the addi- 
tion of four new stations now 
under construction; WGLN, 100 
watts, Glenns Falls, N. Y., to af- 
filiate Nov. 15; WGAT, 250 watts, 
Utica, N. Y., to affiliate Dec. 1; 
WHBS, 250 watts, Huntsville, 
Ala., to affiliate Nov. 1, and 
WGNH, 250 watts, Gadsden, Ala., 
to affiliate Dec. 1. 
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Full Truth May 
Be ‘Only’ Policy, 
Reynolds Avers 


CuHIcAGo — Honest advertising 
may-not be just the “best” policy, 
it may be the “only” policy, mem- 
bers of the Chicago Federated Ad- 
vertising Club were told here Oct. 
10 by H. K. Reynolds, vice-presi- 
dent of Foote, Cone & Belding and 
manager of the agency’s San Fran- 
cisco office. 

“We have a strong hunch,” he 
said, “that the average American 
has better taste and more common 
sense than the average advertiser 
gives him credit for. We have a 
strong hunch that people will read 
anything they are interested in, 
regardless of length and without 
the benefit of advertising tricks. 
We have a very strong conviction 
that people all over the world are 
hungry for the truth. They are 
tired of half-truths in advertising, 
and ‘slanted’ news. They desper- 


ately want to know what’s really 
going on. 

“Advertising is the voice of busi- 
ness. In many cases it is the only 
voice business has—at least it is 
the only voice business can control. 
Publicity is subject to the bias of 
editors, but advertising runs exact- 
ly as written. If every company in 
its advertising will tell the truth, 
the whole truth, and nothing but 
the truth, I think that American 
business will make a step forward 
towards deserving and winning the 
full confidence of the American 
people and their government.” 


Names McLaughlin A. M. 


John B. McLaughlin, formerly 
with Pure Oil Company, has been 
appointed advertising and sales 
promotion manager of Confections, 
Inc., Chicago. 


Heads Ohio Select List 


R. L. Heminger, publisher of the 
Republican-Courier, Findlay, O., 
has been elected president of the 
Ohio Select List. 


e What, No 


Monkey Wrenches! 


An advertising agent, examining the ABC auditor’s report 
of The Weekly Kansas City Star, expressed surprise that 
he saw no monkey wrenches, rose bushes, maps or the like 
listed as premiums—a feature so common in the circulation 
reports of most farm publications. 


No, The Weekly Kansas City Star does not use premiums. 
Nor does it club with other publications. Nor does it carry 
subscriptions in arrears. 


All it offers farmers is the kind of paper farmers want—a 
product of fast reporting, fast printing and fast delivery. 
Facts about price ceilings, quotas, markets, farmer group 
activities and improvements in farm operation reach farmers 
first through The Weekly Kansas City Star. 


Printed weekly on high-speed newspaper presses, The 
Weekly Kansas City Star consistently scoops its competitors. 


Ask your advertising agent 
if any other farm paper 
covers the Midwest so 


thoroughly, so cheaply. 


The Weekly Kansas City Star. 


409,338 Paid-in-Advance Subscribers 
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Union Official’s 
Ads Urge Wagner 
Act Modification 


CHICAGO—Large-space advertise- 
ments dealing with labor and 
political matters have greatly in- 
creased in number and variety this 
year. Among the most unusual has 
been a_ series in newspapers 
throughout the U. S. by Maurice 
R. Franks, editor of the Railroad 
Workers Journal and one of the 
nation’s most unorthodox union 
spokesmen. 

Last month Mr. Franks, through 
C. Franklin Brown & Co. here, ran 
the full text of one of his Journal 
editorials as a five-column and 
full-page ad in a long list of news- 
papers in major cities from coast 
to coast. His bill for space in five 
New York dailies alone exceeded 
$5,000 for the one ad. The cost of 
these ads is met by use of Journal 
advertising revenues. 

The September ad, titled “There 
Is No Permit to Steal,” struck out 
at union men who believe their 
union cards give them the right to 
“lay down on the job, a right to 
short change their employers by 
not giving an honest day’s work 
for an honest day’s pay.” 


Response Called High 


To many readers, the ad must 
have seemed confusing, or at least 
incongruous, as it plainly identi- 
fied the Journal as the official 
organ of the “Railroad Yardmas- 
ters of North America, Inc., a com- 
pletely independent labor organiza- 
tion.” 

But response to this and other 
extraordinary ads in the series, 
Mr. Franks informs AA, has been 
great, and he is convinced the 
series has done much good. By 
good, he means good from the 
unionized workers’ viewpoint and 
that of the public generally. 

As developed in Mr. Franks’ 
editorials, labor unions are seen as 
necessary for the protection of 
workers “against Simon Legrees of 
industry” and the rank and file of 
union members are called honest 
and capable. But less than 1% of 
union leaders are worthy of their 


FV 


positions, being either lacking in 
tion. 
The Wagner Act, he _ insists, 
tinual turmoil” and “places em- 
ployers and their employes in a 
ments urged would rule out the 
closed shop, force unions to in- 
WHOLESALER 
Ca SALESMAN 
RETAILER 
. A 
AY 
MODERNRETAILING packs the 
tionery and Variety Goods field. 
30,000 Retailers 
Covering | Sian and their 
Houses 
Stationery, Toys, Games and Sun- 
dries an unsurpassed method of 
who can move his goods. 
Ask for the folder describing 
MODERN RETAILING 
250 Fifth Ave., New York 1, N. Y. 
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corporate and make a public ac- 
counting of use of their funds. He 
calls labor unionism big business, 
with a “take” from members of 
about $500,000,000 a year. He 
would also amend the act to pre- 
vent aliens from holding elective 
office in unions. 


Drive Exhausts Funds 


These expressions, unusual 
enough for any union official, are 
the more unusual in view of Mr. 
Franks’ own background. He 
points out that he himself was born 
abroad (in Ireland). While insist- 
ing that union leaders be sent to 
schools to get economic education 
they need, he himself had only six 
years of formal schooling. 

Mr. Franks told AA that the 
series of ads, which ends with a 
new one attacking the CIO Politi- 
cal Action Committee for endors- 
ing Democratic candidates, had ex- 
hausted his funds for the drive. 


The demand for reprints has been 
so heavy, from union workers as 
well as business firms, that he be- 
lieves his objective of bettering the 
cause of industrial relations, and 
of the American way of life, have 
been substantially aided. 

His union, Mr. Franks asserts, 
represents about half of some 65,- 
000 yardmasters and assistant 
yardmasters on the nation’s large 
and small railroads, including the 
New York Central, Nickel Plate, 
etc. A similar organization, Rail- 
road Yardmasters of America, he 
Says, represents about the same 
number on the Baltimore & Ohio 
and other railroads. 


Appoints Lewis Agency 

Emerson Books, New York, has 
appointed Lewis Advertising 
Agency, Newark. Newspaper and 
—_— tests are being sched- 
uled. 


Budd Names Wilma Soss 
Public Relations Adviser 
The Budd Company, Philadel- 
phia, has appointed Wilma Soss 
as public relations consultant. 
During the war Mrs. Soss was the 
only woman public relations con- 
sultant to heavy industry in De- 
troit. Formerly with the Evans 
Products Company, she was active 
in furthering the safe transport of 
cargoes by rail and air, and in 
promoting gliders for military use. 
Prior to the war she was pub- 


licity director for the International 
Silk Guild. 


Marks 30th Anniversary 


Radio & Appliance Journal, pub- 
lished by Kolpar Publications, New 
York, founded in 1916 as Talking 
Machine Journal, will celebrate its 
30th anniversary with a special 
anniversary edition next month. 
The issue will review the indus- 
try’s progress during this period. 


55 


WHY EVERYBODY'S GETTING 
HIGHER OCTANE GASOLING 


«« 


To produce 100-octane gas for the war's 
aviation program, the refining 
— — cracking facilities that 
could not be tuned down to ns 
than 80-octane. ee 
Now all reffferies must fall in line to 
pee the higher octane gas or fall be 
ind in the race for peace-time busi 
The fact that you are getting gasoline ef 
a much higher octane tham the prewar 60 
means a $3 billion market for equipment. 
Ask our nearest representative. 


PETROLEUM REFINER 
Houston New Yerk Cleveland 
Chicago Tulsa los Angeles 


Make this simple test!... 


YOU 


Next Letterhead’’. 


This Hammermill idea-book pro- 
vides a standard by which you can 
appraise your letterhead, decide 
whether it should be improved or 
E> redesigned en- 
tirely. Then it 
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Companion papers for office use include 


COMPARE YOUR 
LETTERHEAD WITH 
THE FIRST TEN 
‘GET TODAY! 


Time for a NEW Letterhead? 


If your present letterhead is not the 
up-to-date, impressive representa- 
tive of your business that it should 
be, let us send you a copy of ‘‘Your 


¥ 


4 ¢ 
, 4 
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gives the essentials of modern de- 
sign, and 26 examples of good ar- 
rangements of type, trade-marks, 
emblems, etc. Just send the coupon 
below for a free copy. 


And here’s a reminder: good paper 
is an essential of a good letterhead, 
but it need not be expensive paper. 
Hammermill Bond provides the right 
quality at moderate cost. For a free 
sample book, check the coupon. 


SEND FOR THIS 
FREE BOOK! 


Ui Netde whin ihe 


Hammermill Paper Company, 1459 East Lake Road, Erie, Pennsylvania 


Please send me—FREE=—a copy of “Your Next Letterhead.” (Check here 
(if you'd like a sample book showing the new color range of Hammermill 


Bond for letterheads. ) 
Name 


Position — 


(Please attach to, or write on, your business letterhead) 
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On September 7, 1941, Nancy Sasser left North 
Carolina to begin a coast-to-coast journey. Her 
ticket read—BUY-LINES... and it took her on her first 
visit to 8,416,233 purchasers of 32 newspapers. 


How her friendly, chatty, BUY-LINES’ column-gossip on Nationally Adver- 
tised Products was welcomed by millions of women is dramatically proved. 
TODAY, Nancy’s Sunday visiting list extends into the homes of 14,000,000 
buyers of 60 newspapers ... with a second call made weekdays on house- 
wives who follow Nancy’s Food and Household Hints in 73 Thursday or 
Friday newspapers with a total circulation of 13,000,000. 


On September 9, 1945... Phil Sasser began con- 
tacting the men in these same families... featur- 
ing BUY-LINES for MEN ONLY on Sports Pages of 
23 Sunday Newspapers with 7,000,000 circulation. 


How men reacted to his short, straight-to-the-point BUY-LINES sales mes- 
sages has been proved by readership surveys and high results from write-in 
offers. TODAY, Phil Sasser has a Sunday call list that extends to 14,000,000 
circulation through 60 Sunday Newspapers. 


TO DAY ! A New Medium of Advertising... Editorialized 
Advertising Columns specializing in High-Readership Copy... 


INVESTIGATE THESE THREE BUY-LINES COLUMNS 
Now a 5-Year-Old Newspaper Reading Habit! 


* * * 


SOME ADVERTISERS WHO HAVE USED BUY-LINES: Frigidaire 
Westinghouse ¢ Best Foods « H. J. Heinz « Yardley « General Mills 
Canada Dry « Personna « Monarch « National Biscuit + Pittsburgh 
Plate Glass « Continental Baking « Geo. A. Hormel « General Foods 
Helena Rubinstein « Van Houten « Swift & Co. « Burnett's « Scholl 
Mfg. Co. « Knox « Ry-Krisp + E-Z Mills * Goodyear +» Gordon 
Wander Co. « Little & Co. *« Pacquins « Jos. Schlitz » Scotch Tape 
Sun-Maid « Sunkist « Union Bag & Paper « Hygienic Products 
Amolin + Glidden Paint Co. « Listerine + Brown & Williamson 


Munising Paper « French’s « Carey’s Salt. 


For full information write to 


BUY-LINES 


271 Madison Ave., New York 16, N. Y. 
340 N. Michigan Ave., Chicago 1, Ill. 


235 Montgomery St., San Francisco 4, Cal. 
411 W. Fifth St., Los Angeles 13, Cal. 


EAST-CENTRAL GROUP 

New York Herald Tribune © 

New York Daily News 

New York World-Telegram 

Chicago Tribune 

Philadelphia Inq 

Detroit News 

Cleveland Plain Dealer 

St. Louis Globe-Democrat 

Boston Post | __ 7 

Boston Herald-Traveler 

Pittsburgh Press 

Washington Star - Miami Herald it 

Minneapolis Tribu Nashville Tennessean 

 &StarJournal — & Banner : 

- Florida Times-Ur 

(Jacksonville) “ 
Norfolk Virginian-Pilot 

& Ledger-Dispatch | 
Charlotte Observer 
San Antonio Express & News 


Times-Picayune _ 
Houston Chronicle | 
Atlanta Constitution 


. Dallas News = 
Memphis Commercial _ 
Appeal & Press Scimitar 
Birmingham News 
&Age-Herald ~~ 
Richmond Times-Dispatch _ 
- & News-Leader 4 


Cincinnati Enquirer 
Indianapolis Star 
Buffalo Courier-Express 


Rochester Democrat 
and Chronicle ; 


‘St. Paul Pi ; 
‘St Pe ec Press Arkansas Gazette 


: ietee (Little Rock) 
ar conmetag ne ¥ Chattanooga Times 


‘Kansas City Star 
Milwaukee Journal 
Omaha World-Herald 
Toledo Times _ 
Toledo Blade | 
Columbus Dispatch 
Springfield Union 
_ & Republican 
WorcesterTeleg } : : 
Portland (Me.) Telegram  —«s *™ Diego Union = 
Bridgeport Post-Telcs Spokane Spokesman-Review 
Bridgeport Herald — & Chronicle Pies 
Syracuse Herald-A a. | ix Gazette 
& Herald-Journal ue _ & Arizona 
News Fresno Bee 


?  Cabhend Tribune - 
(a Seattle Times 
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lhe Creative Uans Corner 


The current Old Gold campaign was 
probably a lot of fun to write. Whoever 
laid it out for newspapers had his fun, 
too. The copy is fresh and it flows. And 
the layouts are sharp and new. 

On the other hand, the basic idea is as 
old as the hills and it hasn’t improved 
with age. 

We don’t think advertising about other 
advertising has ever been more than 
briefly successful and we don’t think it 
ever will be. 

Admitting the great temptation to go 
all out to puncture someone else’s claims 
we still believe that advertising has to 
sell a product. 

Obviously there is more than one way 
to do this. You can do it straight-away 
or by any of a number of sidewise ap- 
proaches. You can do it purely on the 
basis of a product’s own merits. Or you 
can do it competitively. 

But you have to make the promise of 
a plus, 

And this is what this Old Gold adver- 
tising, lively as it is, somehow fails to do 
—either in print or on the air. Old Gold 
makes its case on a series of gags and rests 
it on a rib: If you want a TREAT instead 
of a TREATMENT .. . smoke O. G-.s! 

The word treatment refers to what Old 
Gold (happily forgetting its own recent 


You Ought to Know . 


Horatio Alger would have loved to 
write the story of Arthur Charles Niel- 
sen, founder, president and spark plug 
of the great A. C. Nielsen Company, 
largest marketing research organization 
in the world. Anyone 
seeing the big building 
on Chicago’s Howard 
street which houses 
most of its 1,300 em- 
ployes, and hearing 
only of its current 
spectacular successes 
would need an Alger 
to remind him that as 
recently as 1933 it was 
teetering perilously on 
the brink of failure 
and oblivion. 

How and why it staved off what might 
have been considered the inevitable, and 
came with a rush into its unique position 
in the research field, is largely the story 
of Art Nielsen himself. Behind his modest 
demeanor and the twinkle in his clear 
blue eyes are inflexible determination, 
sales ability of the highest order and engi- 
neering accuracy of thought which have 
made him one of the great characters 
of the advertising and marketing world. 
His unprecedented success has given new 
stature and significance to all marketing 
and advertising research. 

Art Nielsen, who at 49 is still youth- 
ful, though fast losing his blonde hair, 
has played tennis all his life, in high 
school, college and since. With two of 
his five children, he won the father and 
son and father and daughter national 
tournaments at Longwood last summer, 
in addition to capturing the veterans’ 
title. He has been in tip top condition 
physically ever since he started in sports. 
He plays hard and works hard, and gets 
just as much fun doing the latter as the 
former. That may be the key to his 
character and his success. 

At twenty, he graduated from Wiscon- 
sin with the class of 1918, and as his 
friend Ken Laird is fond of reminding 
him, took a wife and an engineering de- 
gree and entered the Navy all in the 
same week. After a year helping Uncle 
Sam fight the first world war as ensign 
on the U. S. S. Manchuria, he worked 
under Charles L. McCuen with the Isko 
Company, pioneer in electrical refrigera- 
tion. Mr. McCuen, now director of engi- 


A. C. Nielsen 


high fling with one of the thinnest of all 
scientific stories) airily calls hoop-la 
about laboratories, tests and throat care 


on the part of certain of Old Gold’s com- 
petitors. 

It gives them a merry dig. 

What it doesn’t do is tell anyone now 
satisfied with any other brand why he 
or she should change. 

Old Gold promises pleasure, but in its 
concern with competitor’s claims it rules 
out all the pluses—and the proof. 


oe @o A. C. Nielsen 


neering for General Motors, was an in- 
spiring boss, who stimulated Art in his 
belief that nothing takes the place of 
hard work and complete knowledge of 
the problem at hand. Then he spent 
three years with Harold Gould, publisher 
of 100% Management, producing per- 
formance surveys on business and in- 
dustrial equipment which were used to 
help sell advertising and later were sold 
independently. This department of the 
business was not a great success, so in 
1923 Art pulled away and started the 
A. C. Nielsen Company to produce a 
similar type of service independently. He 
was then only 25, 

The business, in spite of Herculean en- 
deavors on the part of its head and the 
engineers associated with him, never did 
well during the booming twenties, and 
with the coming of the depression it be- 
gan losing heavily. Then General Elec- 
tric, for which the Nielsen company had 
produced some surprisingly important in- 
formation through its industrial surveys, 
asked it to study a purely marketing 
problem—why it was not selling its 
timing gears in expected quantity to the 
automotive field. Followed by the du 
Pont company’s request for a Duco study 
in the furniture field, this assignment 
proved to Nielsen and his cohorts that 
their skill as accurate and painstaking 
investigators would pay off in market 
research, 

Bausch & Lomb was the first client 
in the consumer goods field, followed 
later by E. R. Squibb & Sons, who gave 
Nielsen his first contact with the retail 
drug business, Then he began getting 
bigger jobs in the consumer field, one 
from Bauer & Black, amounting to $18,- 
000, being the largest. Seeing the direc- 
tion in which things were going, Art 
brought in Roy O. Eastman as chairman 
of the board. He stayed only a year, but 
contributed much, especially to the 
mechanical tabulation of statistical in- 
formation. It was at that time that the 
use of Hollerith machines began. Nielsen 
is now one of the largest users of this 
type of equipment, outside of govern- 
ment, in the world. 

William “Bev” Murphy, now assistant 
general manager of the Campbell Soup 
Company, was one of three men who 
were running the Nielsen business at that 
time (the third was Fred Leisch), and 


he is credited with the idea of convert- 
ing spot jobs of drug store survey work 
to a continuous audit of store inventories, 
with compensation for the retailer to as- 
sure complete records. 

When the company decided to gamble 
its all on this new continuous service 
in 1933 (the era of bank closings and 
failures all over the country), Jack 
Woodside, merchandising genius of Dr. 
West toothpaste, was the first client to 
sign on the dotted line. E. A. Olds Jr., 
now chairman and then president of 
Packer’s Tar Soap, Inc., signed the order 
which assured the company of being able 
to finance the ambitious task which it 
had undertaken, and the Nielsen Drug 
Index was started in April, 1934. It was 
almost an immediate success. Manufac- 
turers began to learn things about them- 
selves and their competition which they 
had never known before, and soon Niel- 
sen information was playing a great role 
in the determination of advertising and 
marketing strategy. 

Bill Benton, now Assistant Secretary 
of State, and then an active partner of 
Benton & Bowles, had become impressed 
with the service through its importance 
in the Colgate toothpaste picture, and 
suggested a similar job on foods. He 
recommended it strongly to B&B’s client, 
General Foods, and with GF and Lever 
Bros. both keenly interested, the Nielsen 
Food Index was set up in 1935. Started 
on a regional basis (East and North 
Central) originally, both services were 
expanded to a national scale a little 
later on. 

When Bob Elder, then with MIT and 
now vice-president of Lever Bros., de- 
veloped the Audimeter with his colleague 
Prof. Louis Woodruff, Art Nielsen saw 
in it an accurate and dependable means 
of collecting and organizing radio listen- 
ing data which would be equally useful 
to advertisers. NRI, based on the per- 
fected instrument, has made remarkable 


business Chart of the Week 


progress in a short time, and its sponsor 
is confident of its ultimate acceptance as 
the primary tool of radio audience meas- 
urement. 

Unlike Alexander, Art is in no danger 
of suffering ennui because of lack of 
new fields to conquer. He has plans to 
extend the business in several directions. 
It is now operating in Canada and Great 
Britain as well as the U. S. Its heroic 
London staff wrote a classic chapter in 
carrying on for five years during the 
war. 

The company is now serving 85 clients 
in the food and drug field with service 
covering 231 products. This part of the 
business represents four-fifths of the 
company’s impressive sales volume, NRI, 
with 50 clients, accounts for the remain- 
der. The average contract represents an 
annual investment of $55,000, with the 
largest client spending $600,000 a year 
for Nielsen service. 

Forty-five client service executives in- 
terpret the findings of Nielsen research 
to the clients. Art Nielsen is a firm be- | 
liever in the idea that unless research 
is applied to the actual operations of the 
business, it’s an unprofitable investment. 
These highly trained executives have the 
knowledge and the ability to translate 
conclusions into action. 

The Nielsen family lives in a big house 
in Winnetka, Il., which of course’ has 
a tennis court. Mrs. Nielsen and the five 
Nielsen children really see a lot of the 
head of the house, considering the fact 
that he travels 100,000 miles a year (none 
of it by plane). He does not smoke or 
drink, and is able to work 12 hours a 
day and enjoy it. However, much of his 
work is done at home, and he seldom re- 
tires before 2. But he averages eight 
hours of sleep a night, and to his friends 
and associates appears to be a tireless 
dynamo of inexhaustible energy. Like 
Ol Man River, he just keeps rolling 
along, but at much higher speed. 


GROWTH OF SELF-SERVICE 


Ratio of Self-Service Soles To Total Grocery Sales 
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More than half of all grocery store sales 


Self-Service Stores 
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Source: 


Outdoor Advertising, Inc., study of 694 eities 
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Television Shows Welcome 
‘Growing Pains’ at Parley 


TBA's ‘Love Feast' 
Punctuated by Nudges 
to Get Video Going 


NEw YorkK — Television, grown- 
up technically but still scuffing 
around in knee-pants commerci- 
ally, exhibited a lot of healthy 
growing pains at the two-day 
second television conference and 
exhibition here (AA, Oct. 14). 
The pains were not unwelcome. 
Twelve hundred well-wishers, 
gathered around like doting rela- 
tives, happily predicted their 
promising young industry will 
have aé_ full-fledged coming-out 
next year. 

The growing pains mainly took 
the form of gentle nudges. Tele- 
casters and programmers said the 
only thing holding up full-blown 
commercial operation was lack of 
mass audiences and everyone 
knows the public is panting to buy 
receivers so couldn’t the manufac- 
turers please get production roll- 
ing? 


The manufacturers, still beset 


DECALCOMANIA 
TRANSPARENCIES 


@ NATIONAL INSTALLATION 
SERVICE 
@ COAST TO COAST 
@ NO SUBCONTRACTING 
@ GUARANTEED SERVICE 
Dealer Identification Service 


De Wolf Window Valance Installers 


2203 Fairmount Ave., Philadelphia 30, Pa 


| by some shortages and too often 
caught between promises and pro- 
duction difficulties, were cautious. 
They are hopeful, they said, of 
turning out up to 50,000 sets by 
the year’s end, and from 200,000 
to 750,000 in 1947. 


Ask Daytime Programs 


Dealers, including department 
stores, asked please, couldn’t sta- 
tions air some daytime programs 
so receivers could be demonstrated 
to prospective customers? 

Advertisers and _ advertising 
agencies were urged to look upon 
television as a new, different me- 
dium and to avoid some of their 
irritating radio techniques (see 
story on Page 30). 

The head of one of the four 
major radio networks declared 
television has been “over-publi- 
cized” and suggested both “less 
talk and more application” and 
more attention to programming. 

But for the most part, the Tele- 
vision Broadcasters Association’s 
second conference (the last was in 
1944) and first exhibition was a 
love feast, pervaded by high ex- 
pectancy and an acute conscious- 
ness that a new industry was a- 
borning. TBA’s confident slogan 
for the event was: “Television is 
here!”? Most of the speeches echoed 
this feeling. 


Goes on Network 


Throwing a switch which put 
the conference on the air over a 
network of four television stations 
(New York, Schenectady, Phila- 
delphia and Washington, D. C.), 
Jack A. Poppele, president of TBA 
and vice-president of Bamberger 
Broadcasting Service (WOR), 
hailed the act as setting into mo- 
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tion “nationally an industry which 
gives promise of becoming one of 
the greatest and most influential 
on the American scene.” 

Merlin H. Aylesworth, first 
president of NBC and former 
Scripps - Howard newspaper ex- 
ecutive, foresaw “two million sets 
throughout the country in two 
years,” predicted video and fac- 
simile will supplement rather 
than replace newspapers and 
movies, and “will increase dis- 
tribution of goods. Let’s sell this 
great industry!” 

The tempering note on “over- 
publicizing” television came from 
Edgar Kobak, president of the 
Mutual Broadcasting System. “We 
should stop fooling the public, 
even though it is being done unin- 
tentionally,” he cautioned. “If we 
aren’t sure when sets will be 
manufactured and how much they 
will sell for, we should not make 
guesses or estimates that tend to 
cause misleading public impres- 
sions.” 


Kobak Asks Cooperation 


First, and one of the few, to in- 
ject the color vs. black-and-white 
television question into conference 
talks, Mr. Kobak asked: “Is color 
five or 10 years away? I think it’s 
close, but then I’m not an engi- 
neer. Sometimes when I look at 
my black-and-white television in 
my home, though, I think I’ll wait 
for color.” He suggested that until 
this question of color is settled, 
the industry try to keep from con- 
fusing the public further, by keep- 
ing the dispute “within the in- 
dustry.” 

Other Kobak suggestions: There 
ought to be “more help from 
Washington” for television: “It’s 
time we put millions into pro- 
grams if we’re going to get and 
hold audiences”; “if I were a man- 
ufacturer of television sets, I think 
I’d do some advertising on tele- 
vision”; “let’s start clean and don’t 
try to force radio and movie tech- 
niques on television.” 


Howard Talks to ‘Prospect’ 


William H. Howard, vice-presi- 
dent and publicity director of 
R. H. Macy & Co., New York de- 
partment store, voiced the feel- 
ings of many dealers in relating 
an imaginary conversation with a 
prospective television set buyer. 

Mr. Howard quoted the cus- 
tomer: “Tell them (the manufac- 
turers and broadcasters) I won’t 
buy something I don’t understand 
and can’t see work. Ask them why 
they can’t get together and spend 
a few dollars on short movie sub- 
jects which could be demonstrated 
here all day long so that I could 
see television and have some rea- 
son to get up some enthusiasm for 
it.” Also, “maybe you can tell me 
why all these radios and now these 
television sets look like a combi- 
nation of an instrument panel off 
a DC-4 and the juke machine at 
Joe’s Joint?” 

And “Ask them ...I* I buy a 
black-and-white television set and 
then color television is perfected, 
must I throw away my black-and- 
white set and buy another color 
set, or will they manufacture some 
kind of gadget that will enable me 
to see color on my black-and- 
white set?” 

The questions got no immediate 
answers. 


Asks 1,000,000 Sets 


But the question of “how many 
receivers, and when?” got a vari- 
ety of replies. From Ernest H. 
Vogel, vice-president in charge of 
sales, Farnsworth Television and 
Radio Corporation: “We must set 
an objective . . . to produce not 
less than 750,000 and if possible 
one million television receivers” 
in 1947. “One million receivers, if 
we make a low estimate of a fair 
market average list of $200 each, 
would mean a $200 million retail 
business. . . There is some ques- 
tion whether $200 will be a real- 


istic average price. . . It may be 


TBA TRIO—Pausing for a chat between 
casters Association conference at the Waldorf-Astoria in New York are, left 


to right: Harvey Marlowe, American 
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sessions of the recent Television Broad- 


Broadcasting Co. television producer; 


Walter Ware, television director of the Duane Jones advertising agency, and 
Ken Farnsworth, sales manager of ABC television. The trio worked together 
in the presentation last month of ' televised premium offer by B. T. Babbitt, 

Inc. (AA, 


Oct. 7). 


higher, particularly when installa- 
tion costs are added, so that $200 
million would seem a realistic and 
readily attainable objective.” 
Frank W. Mansfield, director of 
sales research for Sylvania Elec- 
tric Products, estimated 1947 re- 
ceiver demand at 420,000 sets 
against predicted output of 400,- 
000, on the basis of a company 
survey. 

Leonard F. Cramer, executive 
vice-president of Allen B. DuMont 
Laboratories, said a recent esti- 
mate by Thomas F. Joyce, mer- 
chandising specialist, “indicates 
that radio dealers in the six cities 
now providing television broad- 
casting service will sell $400 mil- 
lion worth of television receivers 
at retail in 1947.” 


Sets Low Figure 


The most conservative estimate 
heard around the conference came, 
surprisingly enough, from a trade 
publication, The Televiser, which 
predicted on the basis of its own 
survey that the 1947 receiver out- 
put “will be about 200,000 sets.” 
In a special edition circulated at 
the TBA sessions, the magazine 
also revised an earlier prediction 
of 50,000 sets by Christmas, re- 
porting that “in view of continued 
shortages, particularly glass cas- 
ings for cathode-ray picture tubes, 
labor problems and other retard- 
ing factors (ultra high frequency 
color?), it is doubtful if more than 
20,000 to 25,000 tele receivers . 
will reach the buying public by 
Christmas.” 

Among the manufacturers dis- 
playing receivers at the TBA ex- 
hibition, the announced prospects 
were: 

DuMont—tThree console models 
in seven style cabinets, priced (as 
originally announced last summer) 
from $600 to $2,400, first promised 
to dealers in New York by August, 
now expected to reach market late 
this month, with deliveries ac- 
celerating in November and De- 
cember. 


G-E Price Advanced 


General Electric—A video-AM 
radio console, originally expected 
to sell for $350, now upped to $480, 
is in production and some may be 
available late this year: at least 
four models planned for next year, 
including a projection-scréen set 
priced at $1,500, to be in produc- 
tion by March. 

Farnsworth — Five models dis- 
played, including two table sets in 
teardrop shaped cabinets, one of 
aluminum, expected to retail at 
from $250 to $300. These two sets 


not yet priced, are slated for 1947 
delivery. 

Philco—Only one set, a labora- 
tory model, shown. Company will 
present its postwar receivers to 
distributors and dealers at its forth- 
coming midwinter convention and 
“plans to be in large-scale produc- 


tion” early in 1947 in its new $2,- 


are in production; three consoles, | 


250,000 plant. 

RCA—Four 1947 models shown, 
two of which are “in substantial 
production,” priced at $225 and 
$350. The $225 set, a 10-inch 
table model, will reach the market 
in November and “many thou- 
sands of these receivers should 
reach the hands of the public dur- 
ing 1946.” 

Telicon — Expects to have sev- 
eral receiver models on the mar- 
ket before Christmas, including a 
table set for $425, a projection set 
offering ‘“home-movie size pic- 
tures” for $2,640, and two inter- 
mediate size models for $1,450 and 
$2,100. Standardization of set 
components and mass production 
should bring all prices down about 
50% within 12 months, Saul Sa- 
gall, Telicon’s president, estimated. 

Exhibitors of video transmitter 
and relay equipment at the con- 
ference included RCA, DuMont, 
General Electric and the Ameri- 
can Telephone & Telegraph Com- 
pany. AT&T’s display illustrated 
how the Bell System’s “embry- 
onic” two-way video hookup be- 
tween New York and Washington, 
D. C., will be extended in 1947 to 
Boston using micro-wave radio 
relay apparatus. 


AT&T Plans Expansion 


Next year also, said B. G. Wood- 
ford, AT&T official, ‘“‘we will push 
westward toward Pittsburgh, ‘and 
hope to be able to connect such 


-|cities as Cleveland, Buffalo, De- 


troit, Chicago and St. Louis by the 
end of 1948. In addition we ex- 
pect the southern transcontinental 
route through Washington, At- 
lanta, Dallas, El Paso and on to 
Los Angeles to be completed by 
the end of 1947, as well as an ex- 
tension along the Atlantic sea- 
board to Miami. 

“This does not mean that a 
coast to coast television circuit 
will be available by that time, 
although the basic coaxial facili- 
ties will be installed and in opera- 
tion for telephone service.” Until 
new equipment permitting simul- 
taneous phone and video transmis- 
sion is completed, broadcasters 
will have to share the present 
limited facilities, Mr. Woodford 
said. 

Ralph B. Austrian, president of 
the RKO Television Corporation, 
was general conference chairman. 


Opens West Coast Office 


China, Glass & Decorative Ac- 
cessories has opened a Pacific 
Coast office at 802 Pacific building, 
821 Market St., San Francisco. 
Steven Middleton, who has been 
appointed manager of the new 
office, will also maintain branch 
offices in Los Angeles and Seattle. 


Builds Canadian Mill 


Marathon Corporation, Menasha, 


Wis., through its subsidiary, Mara- 
|thon Paper Mills of Canada, has 
| built a new bleached sulphate pulp 
;mill in Marathon, Ont. 
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50 Direct Mail 
Leaders Are Named 
in Annual Contest 


Cuicaco—The 50 Direct Mail 
Leaders, direct mail’s annual 
sweepstakes, were announced here 
this week by Howard Korman, 
vice-president of McCann-Erick- 
son and president of the Direct 
Mail Advertising Association, and 
Charles B. Konselman, advertis- 
ing and public relations director of 
A. & M. Karagheusian, Inc. 


The plaque winners are Up- 
john Company, color in direct 
mail; New England Mutual Life 
Insurance Company, consumer di- 
rect mail; U. S. Gypsum Company, 
dealer education; Broadway De- 
partment Store, Los Angeles, ef- 
fective letters; Time International, 
foreign markets; Northern Elec- 
tric Company, Montreal, house 
organ; Hercules Powder Company, 
industrial direct mail; Reader’s 
Scope, mail order; Wetzel Bros. 
Printing Company, producer; E. R. 
Squibb & Sons, showmanship; and 
Champion Paper & Fibre Com- 
pany, supplier. 

Henry Obermeyer, assistant 
vice - president of Consolidated 
Edison Company of New York and 
chairman of DMAA’s board of 
judges, said contest entries were 
better and more numerous than 
in previous years, and that this 
was accomplished in spite of sup- 
ply and production difficulties. 


Winners Listed 


The 50 winners: 

Abbott Laboratories, North Chicago, 
lll.; American Brass Company, Water- 
bury, Conn.; Ayerst, McKenna & Har- 
rison, Montreal; Bakelite Corporation, 
New York; Banking, Journal of The 
American Bankers Association, New 
York; Bloomingdale’s, New York; A. 
Bohrer, Inec., New York; Boyke & Co., 
Los Angeles; Broadway Department 
Store, Los Angeles; Bultman Mortuary 
Service, New Orleans; The Carborun- 
dum Company, Niagara Falls, N. Y.; 
Champion Paper and Fibre Company, 
Hamilton, O. 

Chevrolet Motor Division, Detroit; 


If you sell 


You Need WIBW 


In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of almost five 
million listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their 
enthusiastic tie-in promotion at . 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 
it to you by RESULTS. 


——— 
qi WIBW 
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Topeka...Kansas 


Ciba Pharmaceutical Products, Sum- 
mit, N. J.; Columbus Dispatch, Colum- 
bus, 0.; Continental Distilling Corpo- 
ration, Philadelphia; Copper & Brass 
Research Association, New York. 

Curtis Companies, Clinton, Ia.; 
Curtis Publishing Company, Philadel- 
phia; Eagle-Picher Company, Cincin- 
nati, O.; Eastern States Farmers’ Ex- 
change, West Springfield, Mass.; Flint- 
kote Company, New York; George Fry 
& Associates, Chicago; James Gray, 
Inc., New York; Hercules Powder 
Company, Wilmington, Del. 

Insurance Company of North Amer- 
ica, Philadelphia; Lederle Laboratories 
Division, New York; Liberty Magazine, 
Inc., New York; Mead Corporation, 
New York; National Broadcasting 
Company, New York; National Tran- 
sitads, Inc., Chicago; New England 
Mutual Life Insurance Company, Bos- 
ton; New York Subways Advertising 
Company, New York; Northern Elec- 
tric Company, Montreal; Northern 
Paper Mills, Green Bay, Wis.; Phoenix 
Metal Cap Company, Chicago; Pre- 
formed Wire Rope Information Bureau, 


Chicago ; 
New York. 
Schering Corporation, Bloomfield, 
N. J.; Sharpe & Dohme, Philadelphia ; 
Slide Fasteners, Inc., New York; E. R. 
Squibb & Sons, New York; Successful 
Farming, Des Moines; Telautograph 
Corporation, New York; Time Inter- 
national, New York; Upjohn Company, 
Kalamazoo, Mich.; U. S. Gypsum Com- 
pany, Chicago; West Virginia Pulp & 
Paper Company, New York; Wetzel 
Brothers Printing Company, Milwau- 
kee; White Laboratories, Inc., Newark. 


Reader’s Scope Magazine, 


Appoint Carney Agency 

William G. Carney Advertising 
Agency, Milwaukee, has been ap- 
pointed to handle the account of 
Bay Colony, new retail fashion 
center in Whitefish Bay, Milwau- 
kee residential suburb. A new 
colonial building houses branches 
of three Milwaukee stores: Frit- 
zel’s, women’s and children’s ap- 
parel, Packard-Rellin, women’s 


and children’s shoes, and the Col- 
ony Shop, men’s and boys’ apparel 
and shoes. The stores place their 
copy cooperatively in single news- 
paper ads although they are sepa- 
rate enterprises whose downtown 
Milwaukee stores advertise in- 
dividually. 


Putman Appoints Butler 


Putman Publishing Company, 
Chicago, publisher of Food Pre- 
view and Chemical Preview, has 
named Kenneth B. Butler & As- 
sociates, Mendota, Ill., to handle 
its advertising and publicity. Two- 
color, full-page ads will be used 
in advertising journals. 


Promote Oxford Bible 


Oxford University Press, which 
recently appointed J. Walter 
Thompson’ Company to handle 
promotion of the Oxford Bible, 


: nae 
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will launch a four-week campaign 
in November to advertise the Bible 
as a Christmas gift. Insertions 
will appear in the book review 
sections of the Boston Herald, 
Chicago Sun, New York Herald 
Tribune, Philadelphia Inquirer and 
San Francisco Chronicle. Copy 
will also be scheduled in News- 
week, Time, and 38 national and 
sectional religious publications. 
Special ads will be prepared for 
Christian Science Monitor and 
Publishers’ Weekly. 
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OTHER DONNELLEY SERVICES 


MAIL-AWAY PREMIUM SERVICE 


Donnelley offers you a highly trained perma- ( ro) 
nent staff which can be readily adapted to fill “4 
emergency volumes of requests quickly and ; 4 
efficiently, protecting your good will through- , ee 


Cy Such promotion is successful only when the dealer is 
7 sold on the campaign . . . when his best prospects are 


) , 
biesicisipecgmnaapeal .. and -when your product is sold 


, a sold on the dealer . 
to more people. 


Donnelley mailing lists cover the maximum 
number of families that can be reached by j 
mail in the United States. Such mailings em- 
brace sampling, couponing, mail order or j 
: 
( 
' 


CONTEST PLANNING bee 
AND JUDGING 


Unique in the business is the merchandising 
experience, flexibility in servicing, executive ; 
judging, and financial responsibility which 
ample reasons why : 
Donnelley has judged most of the major , 
contests sponsored during the past ten years. r 


SELECTIVE MARKET MAILINGS : 


Donnelley has developed highly effective 
mailings to selective markets whose merchan- 
dising value has been proved by exhaustive 
tests and successful national campaigns. 
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Your Prospects at 
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The time for dealer direct-mail promotion is now... and 
now more than ever dealer promotions must do a real 
selling job... 

. . . new dealers need a boost 
. . . old dealers need new sparks of enthusiasm 
... mew hungry markets need to be directed to 


your point of sale 


Year after year Donnelley’s dealer help campaigns bring 
highly profitable results to many of America’s largest 
and most discerning advertisers. 


a To your campaign, Donnelley brings years of direct-mail 
merchandising experience, a highly successful method of 
compiling mailing lists of your dealers’ best prospects, and 
a large highly integrated staff to plan, execute and service 
your campaign with care and attention to every detail. 


305 EAST 45th STREET 
NEW YORK 17, WN. Y. 
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Our Fingertips 


AMD 


A representative will be glad to call on you and explain 
fully the Donnelley plan of dealer direct-mail promotion. 


} THE REUBEN H. DONNELLEY CORPORATION 


350 EAST 22nd STREET 
CHICAGO 16, ILLINOIS 


727 VENICE BOULEVARD 
LOS ANGELES 15, CALIF. 
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A GOOD OUTFIT 
TO WORK FOR... | 


We thought maybe some of you would like | 
to know why Kabc is considered a good place 
to hang your hat... 


First of all, every employee is guaranteed an 
automatic pay raise each six months for the 
first year, and additional periodic raises past. 
that time. 


Then there’s the fact that every employee is 
. given a paid life insurance policy, works a 
five-day week, gets two weeks paid vacation, 
and works in healthful air-conditioned offices 
the year ‘round. 


Of course, one of the best things about work- 
ing at Kabc is the very fact that it’s located 
in sunny San Antonio, where the sunshine 
literally spends the winter. 


er There’s really no connection between the fact 
that Kabc is a good outfit to work for, and the 
proposition that you should buy advertising 
on Kabc, and we didn’t lead you along this 
far to sock you with a hidden sales point 
showing more coverage, more Hooper and 
lower rates. 


It's just that we thought you might be inter- 
ested in knowing something about the vari- 
ous elements that go to make up that all- 
important “K” factor* we've been telling you 
about... 


The “K” factor at Kabc is the combination 
of a powerful broadcasting facility and 
an enthusiastic organization with the 
know-how to do a good job—for listeners 
and for advertisers. 


abe 


SAN ANTONIO 
50,000 WATTS. DAY — 10,000 WATTS, NIGHT 


GENE L. CAGLE 


President 


CHARLES W. BALTHROPE 
Station Manager 


Represented Nationally 
by 
WEED & COMPANY 


AMERICAN BROADCASTING CO. — TEXAS STATE NETWORK 


Battle Lies Ahead 
in Distribution, 


Boston Group Told 


(Continued from Page 1) 


tomers can’t be told,” he said. 
“Money cannot buy time and time 
is the priceless ingredient in 
building distribution  effective- 
ness.” 


Stresses Four Advantages 


His address, entitled “Too Little 
and Too Late in Distribution,” 
stressed four principal competitive 
advantages which one manufac- 
turer’s product has over another’s 
—product performance, customer 


service, brand acceptance and 
price. “Price is a very poor 
weapon,” he declared, and is 


really a derived competitive factor 
which is required when the other 
factors are weakest. 

He urged manufacturers’ to 
build now a program for develop- 
ing competitive advantage. Un- 
less superiority in product per- 
formance, customer service and 
brand acceptance is established 
now, he said, “the company will 
have to enter the competitive 
arena with the single weapon of 
price.” 

Of all the competitive factors, 
Mr. Bower placed most emphasis 
on brand acceptance, and said that 
although the company which does 
not have this competitive advan- 
tage now will probably be in the 
thick of the compefitive struggle 
before it can build brand accept- 
ance, “in the time which remains 
any company can make some 
progress. Advertising, promotion 
and service should be geared im- 
mediately to competitive stand- 
ards. The company without brand 
acceptance can make the most 
progress in the limited time avail- 
able by conducting its distribu- 
tion activities substantially as 
though the keenly competitive mar- 
ket were here.” 


Would Overhaul Selling Process 


He also urged an overhauling 
of the selling process, including 
sales territories, selection and re- 
cruiting of a sales force, reap- 
praisal of market potentials, re- 
i'view of distributor and dealer 
representation, improvement of 
sales promotional and dealer-help 
material, etc. 

B. Earl Puckett, president of 
Allied Stores Corporation, laid 
greatest emphasis on psychological 
factors which, he said, are just 
as important as economic factors in 
determining the dynamics of a 
consumer market. 

Mr. Puckett pointed out that 
“American production, when 


needed, increased on a _ physical 


unit basis 120% from 1939 to 
1943,” then asked “Can we expect 
that consumers will continue to 
demand larger quantities of exist- 
ing products and in addition also 
accept and demand new products 
as they are developed?” 

He examined reasons for the 
effectiveness of our mass pro- 
duction and mass distribution sys- 
tem and found that “mass produc- 
tion is as much a result of mass 
distribution as a cause” and that 
“mass distribution is dependent on 
mass thinking. and attitudes.” He 
pointed out that common char- 
acteristics which make people of 
diverse national and racial origins 
Americans is their dissatisfaction 
with the status quo and their 
determination “to take a risk and 
be compensated for so doing.” 


Evolved Mass Production 


This attitude, he said, was the 
basis for our evolution of mass 
production and added to that “the 
fact that a person once accus- 
tomed to a certain standard of 
living recedes to a lower standard 
only after struggle. Millions of 
Americans have been able to en- 
joy advantages in the way of 
living standards in the past few 
years that they had never dared 
hope they would attain, (and 
they) will exert strong effort to 
continue doing so.” 

If these attitudes continued, he 
predicted, consumer demand will 
be greater in the future than it 
has been in the past, and pro- 
ductivity will create an adequate 
supply. Whether distribution can 
do the job of getting the products 
into the hands of consumers de- 
pends, he said, “on our ability as 
salesmen, and on the consumers’ 
ability to pay the necessary price.” 

Mr. Puckett was cautious about 
the appraisal of U. S. business’ 
selling ability because “it has been 
so long since we have had any 
experience” but he pointed out 
that “our selling was not too good 
in the decade of the ’30s. Even 
in that period of over-supply and 
many unfilled needs, the public 
was saving its money rather than 
either spending it or investing it. 

“As I see it, our job is to make 
the consumer want our products 
more than he wants his money.” 


Huge Gains Possible 


Development of the art of sell- 
ing, he said, can double the men’s 
clothing business by persuading 
every man to buy at least one 
suit a year, create a 500% in- 
crease by selling one extra pair 
of trousers per man, and double 
the pajama industry by selling 
every man one full pair of pajamas 
each year. 

Consumer purchasing power, 
Mr. Puckett said, is built by ex- 
penditures for the production of 
consumer goods (which accounts 
for two-thirds of the national 
product), the investment of cap- 
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ital, and the flow of dis-savings 
into investment or consumption. 
Uninvested capital increment or 
savings “has the same effect on 
the economy as the house take in 
a roulette game has on the patrons’ 
pocketbooks,” he pointed out. 

At the same time, he decried 
pump-priming, deficit spending 
and consumer subsidy money 
which, he said, “soon ends up in 
sterile form as non-invested sav- 
ings.” Confidence on the part of 
one who saves is the most im- 
portant factor in producing an 
active investment of savings, he 
declared, and he criticized gov- 
ernment activities which destroy 
that confidence. 

He also criticized the “slanted” 
issuance of statistics on personal 
savings and gave them some 
“slanting in the opposite direc- 
tion” by saying that “in 1929, one- 
third of total savings belonged to 
families with incomes over $100,- 
000 per year. In 1945, families 
with annual incomes above $7,500 
did only 24% of the saving. To a 
very marked degree, personal 
savings are in the hands of people 
who will use them for home con- 
struction, the purchase of durable 
goods and investment if given the 
proper environment.” 


Depends on Attitude 


The key to whether people will 
invest their savings in ways to 
build a favorable consumer mar- 
ket, he said, lies in their attitudes, 
in whether they believe in “per- 
sonal liberty and the principle of 
self-determination; whether they 
believe that real security can be 
obtained only through one’s own 
efforts and self-improvement and 
not by grant and legislation; and 
whether they again believe that 
cost savings flowing from tech- 
nological improvements should be 
shared liberally with all through 
lowered prices rather than retained 
completely by a few through in- 
creased wages or excessive 
profits.” He listed in all 12 key 
points on which the attitudes of 
the people would “convert this 
economic possibility into a reality.” 

Distribution channels were re- 
appraised by Walter Mitchell Jr., 
assistant to the president of Dun 
& Bradstreet, who pointed out 
that it is necessary for businesses 
to examine the long-range trends 
toward changes in retail distribu- 
tion channels. In the Tuesday 
session, he described these changes 
as motivated by three forces: 
“The retailer’s search for wider 
margin goods; mass advertising, 
and new kinds of retailing to meet 
new needs.” 

“Over a period of years,” he 
said, “the successful search for a 
wider margin has resulted in 
piracy of lines by one retail trade 
from another.” As examples, he 
gave the invasion of supermarkets 
into retail drug lines, of drug 
stores into the household appli- 
ance field, and of a retail tobacco 
chain into men’s haberdashery. 


Hunt Weakest Spots 


These changes are really “an 
effort to find the weak spot in the 
other fellow’s merchandising,” he 
declared, and posed the question 
as to “Who is going to initiate 
future changes of this sort—re- 
tailer or manufacturer?” 

The effects of mass advertising 
are clear, he said, and then turned 
to the establishment of new re- 
tail channels to meet new needs, 
and predicted that the new chan- 
nels would give new products 
their greatest boost. 

“Changes in the channels of 
wholesale distribution,’ Mr. Mit- 
chell’s analysis declared, “seem to 
result largely from three related 
instances of unrequited love. The 
wholesaler loves the big retailer 
because sizable orders yield a 
profit. But the big retailer gen- 
erally tries to dodge the whole- 
saler. 

“On the other hand, the little 
retailer loves the wholesaler be- 
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cause there is no other source from 
which he can obtain a satisfactory 
range of goods at a reasonable 
cost. In the third place, the gov- 
ernment loves the little retailer 
because he is ‘small business,’ yet 
government has never shown any 
exceptional fondness for the 
wholesaler who is so essential to 
the existence of the little retailer. 
In all three cases, the surges of 
affection and respect are one-way 
affairs.” 


Others Grab Business 


The result of this in the grocery 
wholesaling field, he said, was 
that the change to national adver- 
tising and brand acceptance was 
missed by wholesalers and the 
chain stores, retailer-owned coop- 
eratives, and cash-and- carry 
wholesalers took the business 
away from them. In the dry goods 
field, he cited a somewhat similar 
situation and reported that as a 
result of a survey on industry at- 
titudes, studies were under way 
into sales practices, display meth- 
ods, selective distribution, and a 
revitalization of the channel of 
distribution. 

A Dun & Bradstreet study, he 
reported, showed that eating and 
drinking places bought almost 
100% of their supplies from 
wholesalers, while at the other 
extreme were the shoe stores and 
women’s wear stores “where even 
the small stores of less than $20,- 
000 annual volume bought less 
than a quarter of their require- 
ments from wholesalers.” Of 18 
trades surveyed, the small retailer 
in 12 depended upon the whole- 
saler for 80% of his merchandise. 


Presents Case Histories 


At the manufacturer level, he 
cited case histories where studies 
of changes in channels of distri- 
bution had uncovered a grouping 
of wholesalers into syndicates and 
chains; a war-born system in a 
branch of the chemical industry 
for the reduction of transportation 
costs by freight equalization and 
sub-contracting; the fact that a 
soft drink manufacturer was ad- 
vertising to consumers but selling 
mostly through hotels and clubs 
where the consumer had little in- 
fluence in brand selection; and a 
kitchen appliance marketing sys- 
tem through Singer sewing ma- 
chine shops. 

“No amount of mapping distri- 
bution channels is of much use,” 
he warned, “if other people con- 
trol the navigation.” He con- 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 


lication 


PRESS CLIPPING BUREAU — 
165 Church Street, N.Y.C.7,N.Y. 
- BArclay 7-8371 


cluded that “(1) careful study of 
distribution channels is worth 
while on old as well as new prod- 
ucts, by wholesalers as well as 
manufacturers; (2) retail channels 
will continue to change; and (3) 
almost any kind of business is po- 
tentially vulnerable to these 
changes and good short range 
planning will not safeguard it. An 
occasional effort to attain the long- 
range perspective is the first in- 
surance.” 


Agency Reorganizes 

Sams & Stewart Advertising 
Agency, LaSalle, Ill., has been 
reorganized as Sams Advertising 
Agency. Wayne L. Sams has pur- 
chased the interests of his part- 
ner, H. R. Stewart, who, with his 
family, has moved to Los Angeles. 


Kohl Joins Monark 


Robert J. Kohl, previously as- 
sistant advertising manager of 
Westclox, and recently released 
from the service, has been ap- 
pointed advertising manager of 
Monark Silver King, Inc., Chicago 
bicycle manufacturer. 


Painted Pennies, 
Airplanes Boost 
Crosby Publicity 


HoLLyYwoop—By the time the 
Bing Crosby-Philco show actually 
went on the air over ABC Oct. 
16, it was probably one of the 
most extensively promoted radio 
shows in the U. S. With every- 
thing from painted pennies to air- 
plane banners, Philco was whoop- 
ing up the “Groaner’s” first all- 
recorded show. 

In Hollywood 10,000 pennies 
tagged on one side with “Bing 
Crosby—9 p.m.—KECA” were dis- 
tributed to leading retail estab- 
lishments. San Francisco also re- 
ceived another 10,000 pennies. 
Mats featuring a picture of Bing 
and supplementary drawings high- 
lighting incidents in his life were 
mailed to virtually every major 
newspaper in the country. All 
network stations received special 
publicity jackets with feature ma- 
terial while other packets will be 


sent in advance of each succeed- 
ing program. 

Libraries and book stores 
throughout southern California 
were given 20,000 bookmarks 
carrying a-*head shot of the 
crooner. Other movie stars, ac- 
customed to seeing their pictures 
on the walls of Hollywood’s 
famous Brown Derby, were sur- 
prised to see that more than 1,000 
copies of a caricature of Crosby 
were clipped over the’ usual 
photographs. 

Hutchins Advertising Company 
is the Philco agency. 


Taplinger Establishes 
Public Relations Firm 


Robert S. Taplinger will resign 
shortly from Paramount Pictures, 
New York, where he is engaged in 
a production capacity on the 
preparation of “World Cruise,” to 
establish his own industrial and 
public relations organization, with 
offices in New York, Hollywood, 
Washington, Chicago and London. 
Exploitation and publicity repre- 
sentation for motion pictures and 
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radio accounts will be emphasized. 

Before entering the Navy, he 
was executive assistant to the 
president of Columbia Pictures, 
and for seven years previously 
was with CBS in charge of pub- 
— and special events broad- 
casts. 


YMCA Offers Course 


The Central YMCA in Chicago 
will start a course of instruction 
for part-time editors of house or- 
gans next Thursday. The course, ° 
“Editing an Institutional Publica- 
tion,” will be taught on Thurs- 
days from 6:30-8 p.m. this fall 
by Charles J. Morse, editor of 
“Gas News,” house organ of 
Peoples Gas Light & Coke Com- 
pany, and president of the Indus- 
trial Editors Association of Chi- 
cago. 


CAR CARD ADVERTISERS! 


SEND FOR 


FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


CARDISPLAY CO., 1004 MARQUETTE AVE., MINNEAPOLIS, MERI. 


WWE 


> 


@ There are twenty matches in each Diamond Match 


Book, and this is very important to you . 


.. because... 


Twenty lights in each book mean twenty chances to 


see your advertising message. 


What other medium can 


deliver so many exposures, per ad, per prospect? 
This is only one reason why Diamond Book Match 


advertising gets results. 


Another reason: your ad on 


a Diamond Match Book has no competition—no other ads, 
no news, no editorial matter to distract your prospect’s at- 
tention. No wonder your prospect reads, remembers and 
acts as a result of Diamond Book Match Advertising. 
Diamond Book Matches are personal too — the 


only medium constantly carried in pocket or 
purse. And this personal intimacy adds 
power to your selling message. 


And don’t forget the flexibility of Diamond 


DIAMOND BOOK MATCHES—The Pocket-Sized Answer . . 


310 SOUTH MICHIGAN AVENUE, CHICAGO 4, ILLINOIS 


Re 
i 


Book Matches. They deliver your message where you 
want it, when you want it, in quantities selected by you. 
Book Matches are the only medium that can give you 
controlled, certified circulation— with any degree of 
intensity desired — in any cities or areas desired — 
during any time periods desired —and in full color. 

This all adds up to the reason why Diamond Book 
Matches have outpulled other and better known media, 


on a cost basis, in actual tests. 


Most advertisers can make good use of Diamond Book 
Matches as a flexible, balancing medium to even out 
national media coverage, increase sales, cut 


sales costs. 


can bring you best 


To: Diamond Match Co., Dept. A-11 


Bs. tea 


Position. 2. ccccccccccccccccccccces 


Address... .ccccccccsccscsssssessess 


Why not find out what Diamond 
Book Matches can do for you — how they 


results. Just fill out 


the coupon below and mail it today. 


ee 6 ae eenebes ees to a Man-Sized Media Problem 


meee 
310 S. Michigan Ave., Chicago 4, III. 


I would like more information about Diamond Book Match Advertising. 


Please call on me at......-+5+ o'clock, day........, month. . 
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es per line; 
Thursday noon, 11 days preceding publication date. 


THE ADVERTISING MARKET PLACE 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
= “Representatives Available,” 56 cents a line, minimum charge $2. 
light body face 34 per line. Box numbers add two lines. 
Display advertisements take card rates 


HELP WANTED 


Advertising Age, October 21, 1946 


POSITIONS WANTED 


re bold face heads 25 letters and 
erms cash with — Forms elose 


SUCCESSFUL BUSINESS 
FOR SALE 


A client located in a large mid-west city, successfully operating 
for 35 years, wishes to retire due to advanced age and poor 
health. Plant (Down-town real estate—strategic location) conser- 
vatively valued at $50,000—Equipment $50,000—Inventory $60,000 
—total $160,000. 


Prior to war company mass produced a consumer advertising 
item used by large oil, chemical, auto, tire and distilleries. Many 
items non-competitive—iong margin. Trade name highly respected. 
No value placed on Good Will. Pre-war Dun's CR $500,000. 
Owner made a fortune in the business. Will consider honest offer 
from honest people. 


PERSONNEL CONSULTANTS 
"Matching Men and Jobs" 
ANDover 3129 


8 So. Michigan, Chicago 


HELP WANTED 


ADVERTISING & PUBLISHING 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential Intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 
_ 30 W. Washington St., Chicago 2 


“ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements of all types with leading 
United States 
GEORGE WiLLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


ADVERTISING AGENCY SEEKS 
young man capable of placing large 
volume of small ads, figuring rates, 
ordering limited amount of art work 
and plates and taking care of usual 
agency routine. State age, experi- 
ence in detail and salary desired. 

Box 8502, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


PRINTING SALESMAN 

For large letter press printing plant 
in Northern Ohio. For a qualified 
man with creative ability, this 
should be very remunerative and 
could develop into a managerial po- 
sition. To be considered, give com- 
plete information in confidence in 
first application. 

Box 8528, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, I11. 


*Per Capita Earnings, 1945: 


Southern California 


United States 


Sy ( \\ Mh 


‘TO B 


IN AMERICA’S 


MOST FABULOUS 
MARKET 


$1,577 
$1,107 


LOS ANGELES 


EXAMINER 


Represented Nationally by Hearst Advertising Service 


GM) hy 


URN 


It's fantastic . . . almost unbelievable . . . the way people spend 
money in the Los Angeles Metropolitan market . . . third largest 
in the United States. Last year 3,455,000 people spent $730 
apiece ... that's 37% more than the nation's per capita average. 


Maybe that's because in Southern California the average indi- 


vidual (including babies and old ladies) earns $470 more per year 


than his brothers and sisters throughout the country as a whole.* 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


YNG. WOMAN WRITER EXPD. 
Radio, metro newspaper copy wishes 
adv. assignment in food, fashion, 
hshld. items. 

Box 8521, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MANAGER 

for well known magazine published 
in Chicago. Splendid opening for 
young man who can establish com- 
plete system for handling accounts, 
direct copy and art preparation, sell 
by mail as well as in person, super- 
vise the billing and establish and 
maintain close contact with the 
trade. Give full details regarding 
experience and salary expected. : 
Box 8526, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. _ 


WANTED 

FEMALE PERSONNEL 

for media department. Experienced 
in writing orders, checking, billing. 
Write CHARLES DANIEL FREY 
ADVERTISING AGENCY, 333 N. 
Michigan Ave., Chicago, Ill. giving 
experience and references. 


ADVERTISING PRODUCTION MAN 
wanted by fast-growing farm supply 
organization in South. Man capable 
in layout, purchase of printing, en- 
graving and artwork. Give complete 
facts in first letter, sending samples. 
Box 8517, Advertising Age 
100 E. Ohio’ St., Chicago 11, Il. 


WANTED: Young man with editorial 
and advertising selling experience 
to work on long established trade 
publication, State age, experience, 
and salary expected. Address 

Box 8518, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
ARE YOU THIS COPYWRITER? 
We need an experienced, versatile 
man with at least 5 years advertis- 
ing agency background. 20-year suc- 


cessful and fast growing Chicago 
agency offers “ground floor” oppor- 
tunity for the right copy man. $8500 


salary to start—more money quickly 
after he proves himself. Our Staff 
knows of this advertisement. 
Box 8519, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


“ADVERTISING PRODUCTION 
MANAGER 
Must be thoroughly versed in all 
phases of department store proced- 
ure: typography, engraving, direct 
mail. Must also be a good organizer 
and expediter of daily schedules. 
Contact Mr. Jonas at STAte 1500. 
MANDEL BROTHERS, Chicago. 
CATALOG & DIRECT MAIL 
WRITER 
The largest mail-order seed house 
has opening in catalog department 
for man who has done or feels he is 
adapted to mail-order catalog work, 
direct mail letters, folders, ete. 
Please state experience, age, and 
salary expected. Write David Burpee, 


Pres., W. Atlee Burpee Co., Hunting 
Park Ave. at 18th St., Philadelphia 
32, Penn. 


POSITIONS WANTED 
SMALL AD AGENCIES 
Contact me for artwork. Lettering, 
layout, cartoons, ideas. Mailorder 
exp. Low rates; state requirements. 
Allan K. Jensen, Audubon 1, Iowa. 


ADVERTISING—SALES 
PROMOTION MANAGER 
With background of more than 15 
years in department store, newspa- 
per and radio. Thoroughly familiar 
with art, copy, layout, production, 
research. Age 34; married. Seeks 
permanent connection with sales- 
minded manufacturer or growing 
—r- Prefer small or medium size 
city 
Box 8506, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MEMO: TO AN EXECUTIVE IN 
SEARCH OF A SECRETARY 
Transfer to the Coast makes available 
in Chicago, career woman; 10 years 
in every phase of adv. & radio, Alert, 
= race efficient & understand- 

ne 

Box 8520, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
RADIO KNOW H OW 
Complete background in all phases 
of Radio Advertising. Ideas; cam- 
paigns, script, commercials, produc- 
tion, direction, time-buying. Young. 
Alert. Qualified to start dept. or be 
valuable supplement to established 
radio operation. 

Box 8528, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


CIRCULATION MANAGER. A steady, 
clean, systematic builder; exp. in 
mail room production & preparation 
of good productive promotion. 
Box 8522, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I). 


RADIO FREE LANCE 

gs oe Producer 
From a Spot to a Dramatic Show. 
Box 8524, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
WANTED: A TOUGH JOB! 
Account Representative currently 
with one of largest advertising 
agencies wants to help you develep 
your new product or expand your 
present markets more efficiently. 
Twelve years background includes 
advertising, sales and _ financial 
background. Ex-Navy officer — 38 
years old — Scotch English descent. 
If you want this man in your organ- 
ization write 
Box 8525, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
PRINTING PRODUCTION MAN 
25 years technical experience in let- 
terpress; offset; pamphlet and hard 
binding. Estimate to finished order. 
Will go anywhere if right setup. 
Salary open till interview. 
Box 8516, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


N. ¥. AREA SPACE Representative 
qualified, exp., now available to 
newspaper or ‘magazine publisher. 
Box 8529, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
WOMAN, 28, 10 yrs. advtg. exp. 
Knowledge Advtg. prod., Media. Ex- 
cellent secretarial background. 
Box 8530, ADVERTISING AGE 
330 W. 42nd St.. New York 18, N. Y. 


REPRESENTATIVES WANTED — 


PUBLISHERS REPRESENTATIVES 
wanted for Cleveland and Detroit 
areas by long-established appliance 
and radio trade publication. Send 
complete details to 
Box 8527, ADVERTISING ce 
330 W. 42nd St., New York 18, N. Y. 
OHIO HOTEL & RESTAURANT 
MONTHLY 
wants reps. in N. Y., Chi., S. F. Write 
s at 7 Fifth Ave., Youngstown, Ohio. 


PROGRAM - IDEA 
~~ SALESMAN 


For W-I-N-D Chicago 


This station is seeking an 
aggressive, intelligent man 
for special program sales. 
This is a creative sales posi- 
tion requiring unusual re- 
sourcefulness and _ initiative. 
At least five years successful 
advertising sales experience 
a necessity . altho not 
necessarily in radio. Salary 
commensurate with ability. 
Apply by letter or in person 
to John Carey, Sales Man- 
ager, Station W-I-N-D, 230 
N. Michigan Ave., Chicago 
1, Illinois. Please do not ap- 


ply unless you are fully quali- 
fied. 


DIRECT-MAIL CHIEF 


Nationally known publishing house 
needs experienced promotional man to 
head department. Direct-mail experi- 
ence with publishing house or educa- 
tional institution essential. Permanent. 
Must know all phases of direct mail 
and have capacity for volume of work. 
Give complete background and phone 
number. 
Box 6592, ADVERTISING AGE 


100 E. Ohio Street, Chicago 11, Illinois 


‘a 
73.8% 


8 So. Michigan, Chicago 


SALES AND BRANCH MANAGERS 


Client has 39 branch sales offices in the United States, 
Canada, Mexico and Europe, and if right men can be found 
to run them, will open more. They manufacture and sell into 
homes and offices a world-famous direct-to-the-consumer 
specialty at an average price of $150 on easy monthly terms. 


Substantial salary and over-writings with possible earnings 
of from $10,000 to $25,000 offered men who know how to 
-hire, train and get the work out of one-call salesmen. If you 
live out of town, give full particulars in your first letter. 


Telephone for appointment 


PERSONNEL CONSULTANTS 
"Matching Men and Jobs" 


ANDover 3129 
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Fibber to Take | 
"Wistful Vista’ 
to Wisconsin 


RACINE, Wis.—In the glamor- 
land of radio, where contracts fre- 
quently die seasonal deaths, there 
is at least one entertainer-sponsor 
relationship of such long standing 
that some listeners, not unreason- 
ably, may assume that Johnson’s 
wax is made in “Wistful Vista.” 

For the first time in 12 years, 
however, Fibber McGee and Molly 
(Marian and Jim Jordan) will 
come to Racine when the sage of 
“Wistful Vista” and his entire 
radio show help celebrate the 60th 
anniversary of the S. C. Johnson 
& Son, maker of Johnson’s wax. 

Employes of the Johnson com- 
pany will get a chance to see the 
hero of “Wistful Vista’? when Fib- 
ber, Molly and the cast visit the 
factory and the home town of 
the company which has sponsored 
them for the past 12 years. Fibber 
and Molly, who have never broad- 
east for any other company, will 
make a local broadcast here Nov. 
5 to families of 1,800 employes of 
the company. 

Fibber and Molly made their 
first broadcast for Johnson’s wax 
in 1935 and since then have 
brought their little legendary town 
into national prominence to the 
extent that during the U. S. occu- 
pation of Japan there appeared a 
sign on a local rail station that 
took thousands of Americans back 
home momentarily. The sign said 
simply “Wistful Vista.” 


Issues New Ad Rates 
Effective with the January, 

1947, issue, Metal-Working Equip- 

ment, published by Sutton Pub- 


lishing Company, New York, will|~ 


increase the advertising rates for 
1/9 page from $115 to $130 and 
for 2/9 page from $230 to $260. 
The new rates will become effec- 
tive July, 1947, for old adver- 
tisers. A 2% cash discount is pro- 
vided in the new rate structure. 


Hugh Rusch Promoted 


Hugh L. Rusch, central states 
manager of Public Opinion Index 
for Industry, Chicago, a division 
of Opinion Research Corporation, 
Princeton, N. J., has been named 
vice-president of Opinion Re- 
search Corporation. 


EXCEPTIONAL 


COPYWRITER 
Available Nov. 1 


Combines proved sales sense, un- 
usual creative talent. Long experi- 
ence with leading New York-Chi- 
cago agencies. on great variety of 
accounts. Writes resultful con- 
sumer copy. Sparks trail-blazing 
ideas. Now available after six 
months planned retirement, fol- 
lowing unrequested resignation as 
volume-producing Copy Chief of 
branch, national ad agency—earn- 
ing five figures. Good health. 
Sound working habits. In middle 
forties. Write to: 


Box 6591, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


SPACE SALESMAN 
AVAILABLE 


He is 38 years of age, well ac- 
quainted with advertising agencies 
and leading advertisers in the Mid- 
west territory. Proven producer, en- 
ergetic, resourceful with excellent 
sales record. Knows merchandising, 
market analysis and how to fit a pub- 
lication into the advertising picture. 
Equipped through experience to do a 
basic and effective sales job. His 
earnings, past seven years not less 
than $10,000. Interested in draw 
against commission or salary and 
bonus. Will relocate. 


Box 6590, Advertising Age 
100 E. Ohio St., Chicago II, lil. 


To ‘Corps Diplomatique’ 
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Bryan O’Hara, Air Force Intelli- 
gence language specialist during 
the war, has joined Corps Diplo- 
matique, journal of modern di- 
plomacy. Mr. O’Hara, formerly 
with Jasper, Lynch & Fishel, New 
York, will be in charge of the 
publication’s newly opened New 
York office. Headquarters of the 
magazine are located in Wash- 


Fran Murray Elects 


At a recent meeting of the stock- 
holders of Fran Murray, Inc., 
Cleveland agency, Eric W. Black- 
burn, vice-president, was elected 
a board member; Albert Buzzelli 
was elected a vice-president, and 
Helen Gordon, executive vice- 
president, was elected secretary 
and a member of the board. Plans 
are being made to move the agency 
to larger quarters. 


Buchanan Names Wolff 


Nat Wolff has been appointed 
radio director of Buchanan & Co. 
on the Texaco Eddie Bracken 
show. He will operate out of the 


An OPPORTUNITY for 
REAL LITHOGRAPHIC SALESMEN 


A well established mid-West Lithographing Plant now turning out a variety of com- 
pletely finished top notch color material for some of the outstanding concerns in 


ington. the country will shortly be in a position to materially increase its productive 
capacity. 


We can offer this increased capacity to men who now have regular active accounts 
in Cincinnati, St. Louis, Cleveland, Detroit, Minneapolis and territory adjacent to 
these cities, on a basis where they can establish their own income. We do not have 


a plant or office in any of these cities and our present salesmen and representatives 
know of this advertisement. 


Absolute protection of accounts guaranteed and we probably would not require full 
time representation. 


We definitely are not interested in novices, men who “think” they can sell lithog- 
raphy, or merely presswork for brokers. This is a proposition with proof that it can 
make real money for real salesmen. 


Box 6589, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


agency’s Beverly Hills office. 
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These Dealers Can Give You the 
Lowdown on Capper’s Farmer Readers 


These busihess-wise dealers of Kingfisher, 
Kingfisher County, Oklahoma, carefully in- 
spected the Capper’s Farmer reader list for 
their area. Here are the judgments they passed 
on the families listed there: 


“The finest Jarmers of this outstanding agricultural 
area.” V. D. Hunt—Farm Implements 
“At least 90% are financially sound.” 
J. K. Crane—Department Store 
“I would say this is an excellent list.”’ 
Ross Jones— Druggist 
“I know many of these farmers to be substantial 
operators. - Ben Musick—Petroleum Products 
“Excellent dependable group...all very capable 
farmers... 90% of them are 100% by me.” 
C. A. Doak —Grocer 
“The customer value of these families is so great it 
would be hard to estimate.” 
Francis Gooden— Hardware 


““Capper’s Farmer is read by our most prosperous 


farm folks.”” G. Boeckman—Automobile Dealer 


“The best farmers in an area where good farmers 


predominate. FO. Ee Sallaska— Building Materials 


Yes, when 1,300,000 farm families turn from farming to 


social activities, Capper’s Farmer is still their source of help, 


advice and inspiration. It’s their recreational director, 

their partner in planning church and community programs, 
their inspiration for constructive leisure. It’s the one 
magazine concerned with all phases of farm life achievement... 
the one magazine, too, with real influence on the buying 


habits of its important farm family readers. 


In all their activities, these dominant farm folk of 


Mid-America are top customers... dealer surveys prove it. 


Let your advertising reach these families through the 


magazine they rely on daily... Capper’s Farmer. 


The Farm Magazine That Dominant Farm Families Heed 
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Outdoor Panels 
May Exhibit 
Video Shows 


Boston—Motorists may soon see 
television projected on outdoor 
advertising panels. John Donnelly 
& Sons, New England outdoor ad- 
vertising company, is now having 
studies made by television ex- 
perts, preparatory to filing a for- 
mal application with the Federal 
Communications Commission. 

Alfred Poté, of the Harvard Uni- 
versity Electronics Laboratory and 
newly appointed television con- 
sultant for Donnelly, has assured 
the company that present stages 
of television make projection on 


Complete line of artists’ materials 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave., Cen. 3373, Chicage ! 


|outdoor panels technically feasible | 
and that further developments! 


now in process will make this use 
of television particularly versatile. 

Edward C. Donnelly Jr., presi- 
dent, said that use of television on 
outdoor panels would enable them 
to carry a greatly expanded vol- 
ume. It would also increase the 
artistic scope of outdoor advertis- 
ing and make quick message 


changes the rule rather than the. 


exception. 

Placement of television projec- 
tors would probably be deter- 
mined by such traffic pattern tests 
as stressed by the Traffic Audit 
Bureau during its traffic survey 
earlier this year in Fort Wayne, 
Ind. 


Miles Lab Show Cited 
“The Quiz Kids,’ NBC program 
sponsored by Miles Laboratories 
through Wade Advertising, re- 
ceived a U. S. Treasury citation 
from Secretary of the Treasury 
John W. Snyder, Oct. 20, for pro- 
moting war bond sales during the 
war. On tours, the “Kids” sold 
$120,000,000 in bonds. 


the case of the 


“too-expensive” ad! 


The VP scowled at 


the “‘too-expensive” 


ad, then lectured the Art Director: “‘You 
can eliminate typeset “heads” and hand- 


drawn costs with a 
and symbols. They 


rtype letters, arrows 
are ready for repro- 


duction — no proofs needed. Transparent, 
self-adhering, smearless — in a wide selec- 


tion. We'll forget 
now on use artype!” 


this ad, but from 


SOLUTION: FROM NOW ON USE artype 


THERE’S NO COUPON TO THIS AD... but for sample and further details 
write artype@ Inc., Department 3, 30 E. Illinois St., Chicago 11, Illinois. 


THERES 4 2.5490" 
AT YOUR Grocer? 


| bX 
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in Jams, Jellies 


as? 


Preserves 


STARTS FIRST CAMPAIGN—With this ful 
Chicago, will launch its first ad campaign, through Leo Burnett Co. Lawrence H. Selz Organization, Chicago, is handling 
the council's consumer education program. 
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|-color spread in the Oct. 26 Saturday Evening Post, the Preserve Industry Council, 


Tea Group Urges 
More Advertising 
to Combat Coffee 


Rye, N. Y.—With coffee inter- 
ests hoping to increase their con- 
sumption by 50% to 30 million 
bags annually (AA. Sept. 16) 
with the aid of a $700,000 joint 
campaign by the Pan American 
Coffee Bureau and the National 
Coffee Association, through J. M. 
Mathes, Inc., the Tea Association 
of the United States was urged at 
its convention here this week to 
take vigorous steps to expand its 
advertising and sales volume. 

The tea industry, through the 
Tea Bureau, New York (William 
Esty & Co.), will spend about 
$250,000 in advertising in the 
1946-47 year. “Tea peps you up” 
will be the theme, in newspaper 
comic sections. The bureau, the 
operations of which are financed 
by a tax on growers in India, 
Ceylon and the Netherlands East 
Indies, hopes to get back on its 
prewar $1 million-a-year adver- 
tising basis as soon as its funds 
now held in London can be re- 
leased. 


Men Are Problem 


Tea imports, said A. J. Toigo, 
vice-president and research direc- 
tor of the Esty agency, in recent 
years have ranged between 80 
million and 102 million pounds. 
However, “in the light of the pres- 
ent habit of tea consumption with 
the American public,” he pointed 
out, “it seems possible that the 
higher figure could be increased 
substantially. 

“While nearly eight out of 10 
homes drink tea regularly, only 
54% of the men drink tea regu- 
larly. If the level for men could 
be brought to the level for the 
homes we would immediately have 
an increase of 50% by men mem- 
bers of the family. With women 
the increase could go from 66% 
to 78%, or about 20%. With boys 
and girls between 12 and 18 the 
increase would go from 38 to 
78%, or more than double the 
present regular usage.” 

Elmo Roper, research counsel, 
cited studies showing the extent 
to which American servicemen 
who had been stationed for fairly 
long periods in such tea-drinking 
countries as England and Austra- 
lia had retained the “habit.” 

“It appears,” Mr. Roper said, 
that “young American men will 


drink tea on numerous occasions 


if they are exposed to it, and the 
longer they are exposed to it the 
more firmly fixed the habit be- 
comes. . . Young, virile Ameri- 
cans have no allergy to tea.” 
Civilian surveys, he added, have 
found tea to be “an easy winner 
over coffee when it comes to be- 
ing regarded as better for the 
health—51% naming tea and only 
18% naming coffee.” 

On the other hand, Benjamin 
Wood, managing director of the 
Tea Bureau, summarized the re- 
sults of Canadian and United 
States restaurant surveys, which 
indicated that “10% prefer to 
serve tea; 35% have no prefer- 
ence; 22% prefer to serve coffee 
because they say it is more profit- 
able with its greater turnover, or 
customers prefer it; 33% prefer 
to serve coffee because they say 
it is quicker and easier to serve 
than tea.” 

Mr. Wood emphasized the im- 
portance of research and educa- 
tional efforts to have “boiling 
water constantly available in 
restaurants, to eliminate the dry 
service of tea, and in the case of 
iced tea to improve the brewing.” 
He urged concentration especially 
on the “29% of the restaurants 
which do 70% of the volume and 
on the 32% of the hotels which 
do 83% of hotel food volume.” 


‘American Home’ Linage 

The 1946 linage figure for Ameri- 
can Home, included in the tabula- 
tion appearing on Page 62 of the 
Sept. 23 issue of ADVERTISING AGE, 
should have been shown as fol- 
lows: Pages 68.2 and lines 43,080, 
for 1946; and pages 53.6, and lines 
33,092, for 1945. 


Mennen Appoints Grey 


Grey Advertising Agency, New 
York, has been appointed to 
handle the advertising of the phar- 
maceutical division of Mennen 
Company, Newark, effective Dec. 
1. This will include Mennen baby 
oil, baby powder, Quinsana and 
Quicool. The account was for- 
merly handled by Kiesewetter, 
Wetterau & Baker, New York, 
(AA, Oct. 7). 


Open New Offices 


Richard Bradley Associates and 
National Recording & Film Cor- 
poration have opened new pro- 
duction and business offices on 
the 29th floor at 188 W. Randolph 
St., Chicago. 


Morris Transferred 


Mac G. Morris has been trans- 
ferred from the Birmingham, Ala., 
advertising staff of Progressive 
Farmer to the New York staff 
where he will cover the New York 
state territory. 


Preserve Industry 
Starts Ist Drive 
with ‘Post’ Spread 


Cuicaco—The Preserve Indus- 
try Council will launch this week 
its first full-fledged national ad- 
vertising campaign, with a four- 
color spread in the Oct. 26 Satur- 
day Evening Post urging the pub- 
lic to “Brighten up the breakfast 
table.” 

The opening ad will be followed 
by three four-color half pages in 
both the Post and McCall’s during 
November, December and January. 
In addition, manufacturer mem- 
bers of the council have been 
asked to tie in with the national 
campaign, and retail outlets have 
been asked to display full-color 
posters supporting the council’s 
message. 

Members of the group include 
the principal manufacturers of 
jams, jellies, marmalades, fruit 
spreads and preserves. Malcolm D. 
Haven is secretary and promo- 
tional director of the council. Ad- 


vertising is being handled by Leo. 


Burnett Company while Lawrence 
H. Selz Organization, Chicago, is 
in charge of the council’s consumer 
education program. 

The campaign is pointed at the 
breakfast market because of its 
high potential in maintaining war- 
time gains in sales of commercial 
preserves, and increasing future 
volume of the industry when 
sugar shortages and other produc- 
tion problems are ended. 

Figures have shown that three 
of four Americans over 12 years 
of age eat toast, bread, rolls, etc., 
for breakfast. If half of these 
consumers can be induced to eat 
one serving of a fruit spread at 
breakfast, says the council, “it 
would account for a larger vol- 
ume of jams, jellies, marmalades 
and fruit spreads than the industry 
produced in its peak year of 1944.” 

The ad campaign follows a na- 
tionwide educational program 
launched last Jan. 1, and both are 
to continue through the remainder 
of the year. Expansion is likely 
during 1947. 


Garod Launches Drive 


Garod Radio Corporation, 
Brooklyn, has launched a fall and 
winter campaign for its radios 
and radio-phonographs, with the 
first copy appearing in the Oct. 
19 Collier’s. Full and half-page 
ads will appear every two weeks 
until the end of the year. A cam- 
paign to begin after Jan. 1, in 
several national weeklies, will 
keynote the company’s 25th anni- 
versary. Shappe- Wilkes, New 
York, handles the account. 


Ren th el Str 
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Must be a pretlysmart buy ! 


We kmow how great is the desire lor new automo 

bles how argent the seed tor them in many cases. 

dé me 
ee Perry tin) 


pot ee 
but whee hops instantly nto —_—- 
cco “mot eg 
wanted” position as this Buick did = a_ =e 
When week after week new onder: out-ace meppedup 
factory production — ragaeeee sree «mee 
: 
Then we figure there must be something tar beyond the _——— 
expected in the car itself, nee ee ee 
bigger than standoot style 
of the seasce—a beg Fireball scraight-eight power = 
ant the room) are of two hne-made 
ee 


Wheat is WW? Well, have you Aondied one of thewe 

cart yourseit? Have you nouced the happy, almost 
starry-cyed look of those who've got theirs? 

Foct ts — 1946 Buick owner: are our best saleames, and the 
factory 


is working with might and main to keep up with the 
cfiects of thew enthunasm. 


4 your order isn’t io, you can place it now, lor delivery at 
OPA prices, with or without © car to trade in (though of 


course we need to get good cars for the used-car buyers 
on our waiting bat). 


| 
| 
| 
| 
DEALERS’ NAMES | 
! 


ORDER NOW—Buick Motor Division 
stresses selling points—not production | 
delays— in this newspaper copy run- | 
ning in 1,400 dailies and weeklies4 
through Kudner Agency, Detroit. 


Buick Stresses | 
Selling Points in _ 
Newspaper Series. 


FLINT, MicH.—Unlike most auto 
makers right now, Buick Motor 
Division intends to continue stress- | 
ing selling points in its news- 
paper series instead of devoting 
most of the space to explanations 
of production delays and the need 
for service to keep old cars rolling. 


Current company-dealer copy by ia 


Buick running in 1,400 daily and 
weekly newspapers will be fol- 
lowed by a continuation of the 
same selling theme, to be released | 
to a smaller list Oct. 28. | 


Captioned “Must be a smart | Bar 


buy,” the-present ad emphasizes | 
owner advantages and urges: “If 
your order isn’t in, you can place 
it now, for delivery at OPA prices | 


with or without a car to trade in| § 


(though, of course, we need to get | 
good cars for the used-car buyers | 
on our waiting list).” 

Copy scheduled for Oct. 28 will | 
further amplify the new slant in | 
selling points in about 80% of the | 
space, with the remainder devoted 
to the uncertainties of delivery 
dates. 

Kudner Agency, Detroit, handles 
the account. 


Exhibition Scheduled 


The first exposition to deal en- 
tirely with industry’s materials 
handling problem, a phase of in- | 


dustry which represents approxi- | © 


Jackson to ‘Household’ 


Robert C. Jackson, formerly di- 
rector of media of American Asso- 
ciation of Advertising Agencies, 
has joined the New York sales 
staff of Household Magazine. 


Thompson Joins SSC&B 


James D. Thompson, recently re- 
leased from the Navy where he 
spent four years as lieutenant com- 
mander, and formerly head of the 
research department of Pouch & 


_Co., has joined Sullivan, Stauffer, 
‘Colwell & Bayles, New York, in 
an executive capacity. 


Appoints Curry 

F. B. Curry, president of Orange 
Crush Ltd., of Canada, has been 
appointed president of Orange 
Crush of Chicago, succeeding R. A. 
Doyle, who retired when the Ca- 
nadian company recently acquired 
the Chicago operation. Mr. Curry 
will make his headquarters in 


Chicago. 
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York, to handle the advertising 
for the state campaign, on the gov- 
ernorship, U. S. Senate and com- 
plete slate of state officers. 


| Brush Leaves WFEA 


Arthur T. Brush has resigned as 
advertising director of station 
WFEA, Manchester, N. H., to be- 


come advertising and _ business 

manager of a new Manchester J 

newspaper, the New Hampshire SIGHS OF LONG LIFE* 

Sunday News. FOR QUANTITY BUYERS 

THE ARTKRAFT* SIGN CO. 

To Walter W. Wiley PE ae 
Connecticut Democratic State 900 Kibby St.. time, Obie, U.S.A. 

Central Committee has named | 

Walter W. Wiley Advertising, New | —Trotemerts Boe us tar on ~ 


PHOTO COURTESY OF 


THE SANTA FE 


RAILWAY 


History was in the making as these youngsters 
watched the face of their car being washed 
enroute, on the first Coast-to-Coast through 


sleeper service. 


mately one quarter of all costs, | ~5 


will be held Jan. 14-17 at the Pub- | > 


lic Auditorium, Cleveland. 


ELEMENTARY 


Oil in the ground keeps a special- 
ized group of petroleum people busy 
getting it out . . . produced, in other 
words. The Oi. WEEKLY is special- 
ized for this group of producers. 

Oil that goes to market in a variéty 
of guises keeps another specialized 
group of petroleum people busy get- 
ting it processed . . . in short, refined. 
PETROLEUM REFINER is specialized 
for this group of refiners. 


Chicago Tulsa Los Angeles 


If you are looking for top coverage 
of either of these world-wide groups, 
study carefully paragraph 10 of all 
the ABC statements in the oil field. 


The Gulf Publishing Company 


Houston New York Cleveland 


REG. U. S. PAT. OFF. 
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To add interest to their printed promotional material the Santa Fe Railway 
makes liberal use of such human interest photographs as the one reproduced 
above. To insure the best possible reproductions of these photographs the 
Santa Fe uses Consolidated Coated Paper regularly. 

Since Consolidated first achieved this superior coated paper an impressive list of 


America’s leading advertisers, publishers, mail-order houses and printers have spec- 
ified it for their finest printing. 


Manufactured in weights down to 45 pounds, Consolidated Coated Papers meet 


almost any printing need. 
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MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


Onedoliilaled, CONTED Vgnou 


PRODUCTION GLOSS ...MODERN GLOSS 


Rg ais} 
, ” opined 


NEEDS NO OTHER NAME 


Only the smooth enamel surfaces 
of a fully coated paper can repro- 
duce fine-screen halftones with the 
full beauty and detail of original 
photographs. 

By “streamlined” manufacture, Con- 
solidated achieved a finer coated paper 
and costs were reduced. This superior 
product... sold at uncoated paper prices 


... remains fine coated paper and needs 
no other name. 
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OLIDATED WATER POWER & PAPER COMPANY 


SALES OFFICES 


Five Modern Mills 135 SO. LASALLE ST., CHICAGO 
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CIRCULATION SOARING 


Field & Stream’s circulation—the 
cream of the crop—has grown soundly, 
steadily, over the years in pace with 
the greatly increased interest in 
outdoor sports. Held back by paper 
restrictions during the war, circulation 
has again started a rapid climb. 
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More advertisers use more 
space in Field & Stream than in 
any other outdoor magazine! 


There’s one very important difference between Field & Stream and 
other outdoor magazines. 


Ask any one of the many advertisers who consistently make Field & 
Stream a “must” on their outdoor lists. They'll tell you it’s far more 
important to reach the key sportsman than to reach the most people. 
They know this magazine gives them more for their money. It has been 
proved by measurable, tangible dollars-and-cents results. 


That is why Field & Stream has led the outdoor field every year for 
35 years—why, this year, it leads by a still wider margin! 


ere's only one leader 
r a flock of geese— 

1 only one leader 
every field. 


AAGAZINE 


Field & Stream leads not only in the advertising of 
strictly outdoor products, but in practically every 
other classification. This magazine carries more 
advertising addressed to pipe smokers, for example, 
than any other outdoor publication. 
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NO TYPE 


USED IN THIS AD 


Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 
typeg to select from, each 
packed in o compact, refill- 
able leatherette case. 
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1415 ROSCOE ST., CHICAGO 13, ILLINOIS 


Bowles’ Copyman 
Shops for Job- 
in Company Space 


TORONTO—A pair of advertise- 
ments in the Toronto Globe and 
Mail, with identical illustrations 
used by “Box No. 520” and “Wat- 
son,” has caused considerable com- 
ment, and some argument, among 
Toronto’s advertising agencies. 

A Toronto agency, using the 
'blind address, ran its copy in the 
Oct. 4 Globe and Mail, appealing 
ito a copywriter who is “pretty 
|close” to being Canada’s No. 1 
/creative man and “is worth more 
|than the something over $5,000 he 
|is getting.” 
| The ad was answered Oct. 7 by 
another copywriter — through the 
‘medium of his client’s paid space. 

By 11 a.m. he had heard from the 
agency, which complimented him 
/on the response and arranged for 
an interview. 

‘Watson,’ who advised’ the 
agency to “Double it and it’s a 


_go!” is Hal Watson, who has writ- 
|ten advertising daily for the 
‘Bowles restaurant in the Globe 
and Mail for seven years. He took 
\the liberty of reproducing the 
/agency’s illustration without per- 
| mission, leading to speeulation that 
there was some advance tie be- 
tween the two ads. That suspicion, 
says Watson, is entirely wrong. 

Incidentally, his answer to the 
“Help Wanted” appeal carried the 
Bowles’ regular logotype. 


Dorn Joins Hoyt 


nutrition service in the research 
and development department of 
Anheuser-Busch, St. Louis, has 
joined Charles W. Hoyt Company, 
New York, to be in charge of 
nutrition and test kitchen work 
for clients. 


Inkograph Boosts Beach 


Edward G. Beach, head of New 
England sales of Inkograph Com- 
pany, New York, manufacturer of 
pencil pointed pens, has been ap- 
pointed general sales manager. 


AND THIS IS 8! 


HLY THE BESINNI yp, 


WITH NOVEMBER, THE BIGGER AND BETTER-THAN-EVER 
MECHANIX ILLUSTRATED HITS AN ALL TIME HIGH 


¥ MORE PAGES - 


V7 MORE COLOR 


¥¥¥ MORE EDITORS 


Vdd MORE CIRCULA 


W470 7 MORE ADVERTI 


- 16 new pages will make a fatter book... an even 


greater reader value. . 
positions for advertisers. 


Of the 16 additional pages half are in color, allowing 
more advertisers this eye-catching advantage. 


Two more “top notchers”— specialists in the field — to 
augment an already accomplished editorial staff that 
attracts and holds more and more readers. 


TION 


the largest in our history! 


SING 


A vigorous, vital, GROWING market. A responsive audience of mechanically 
minded men who are alert to the new... and quick to buy. 


ABC for first six months of 1946 is 593,792—an increase 
of 27.7% over the same period last year. 98% NEWS- 
STAND SALES. Print orders for November and December 


More advertisers are investing more dollars in the 
November MECHANIX ILLUSTRATED than in any issue 
ever before. 61.2% over November, ’45! 


. better front-of-the-book 


Your product will ge places 
tn the magazine thats ou tts way! 


New York 
November 17 thru 24, 


A gigantic promotion to create and 


MECHANIX ILLUSTRATED 
Presents the First Annual 


NATIONAL CRAFTS and SCIENCE SHOW 


Madison Square Garden 


interest in scores of active hobbies—the kind that 
keep millions hopping . . . and shopping! 


1946 


foster active 


VECHANIX gl 
ILLUSTRATED 


Fawcett Publications, Inc. 


295 Madison Ave., New York 17, N.Y. 


World's largest publishers of thly magazines 


Prudence Dorn, formerly head of | 


| Africa, 


“I say there! 
Watson's the 
name— 
Double it 
andit’sa 
GO!” 


Are copywriters really immune? 


Don't the people who write the best sell- 
ing copy ever respond to ads? We have yet 
to find a good copy man by advertising for 


But the man we need now hasn't been © i in aw n Sir to ‘yaws of 


‘ound b; other means. 

: pie the fawth.” 

He may not be Canada's No. 1 creative man, ; 

but he is pretty close to it. Working . No re Yes — Really. What 


now, probably = head of a copy depart- 
ment, he is worth more than the something 
over $5,000 he is getting. He's not in 
the habit of answering want ads, but he 
may accept this invitation to tell us why 
he should direct the creative work in the 
busy Toronto office of one of Canada's 
most progressive agencies. If he has ex- 
perience in art direction, too, so much 
the better. 


With complete assurance that eur own 
people have seen this copy and that his 
confidence will be protected, he will 
write tp Box No. 520, Globe and Mail. 


do you mean “pretty close”? 
Certainly!. Quite—all you say 
and more. 
Listen, Box 520, how about a 
cup of coffee? 

. ++ any time. 


Sees 


GETS SURPRISE ANSWER—The agency “Help Wanted" ad at the left, in 
the Toronto Globe and Mail, drew an unlooked-for response in the ‘Watson" 
ad, shown at the right. Bowles restaurant footed the space bill. 


(We have not previously advertised 
to fill this position.) 


Radio Iberica Renamed has signed to sponsor the “Call of 
4 3 F the Plains” program, effective 
Radio Iberica, Tangier, North | Monday, Nov. 4. The program will 
Africa, has been renamed Radio | be heard Mondays, Wednesdays 
according to Fremantle! and Fridays, 4-4:15 p.m., PST, 
Overseas Radio Ltd., European ra- | over stations KNX, Los Angeles; 
dio station representative with of-| KQW, San Jose; KGDM, Stock- 
fices in New York. Radio Africa | ton; KARM, Fresno; KCMJ, Palm 
is a commercial station and its | Springs, and KROY, Sacramento. 


signal _— ———— _ —< ED 
Morocco, the International Zone o ° 
NBC Signs 163rd Outlet 
WFLM, a new radio station 


| cae eee Gibraltar and the tip of 
under construction in Flint, Mich., 


the Iberian Peninsula. 
will join NBC on or about Jan. 1, 
becoming the network’s 163rd affil- 
iate. WFLM will operate on 1,000 
| watts days and 500 watts nights. 


Grove Signs New Show 


| Grove Laboratories, New York, 
| through Duane Jones Company, 
| 


‘Trained, Conscientious 
CARRIERS Deliver 


The GAZETTE 


into Schenectady’s Homes 


Schenectady families depend on the Gazette every morn- 
ing. So training the Gazette's carriers into the highly 
efficient organization they are today is a matter of great 


importance. We are proud to say the Gazette’s great 


. carrier group is among the finest in the business. 


of Cour THE GAZETTE LEADS IN 
ADVERTISING and CIRCULATION 


REYNOLDS-FITZGERALD, Inc., Nat‘l. Representatives 
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Scandinair Lines 
Win Tribute for 
Public Relations 


NEW YorRK—American airlines 
could learn something about public 
relations from the Scandinavian 
lines, American Aviation declares 
editorially in its October issue. 

Entitled “Scandinavian Salute,” 
the editorial commended the safety 
and operating standards of the 
foreign lines, asserting that they 
had borrowed some “technical 
know-how” from the United States. 

But the Scandinair lines went 
on from there: 

“To mark the opening (of regu- 
lar commercial service), the Scandi- 
navians staged a dinner at the 
Waldorf-Astoria in New York 
which must have opened the eyes 
of many of the American guests. It 
was a fine, dignified affair and if it 
was not the envy of American air- 
line companies who have done as- 
tonishingly poor public relations 
jobs for the opening of new routes, 
then it should have been. 

“If the Scandinavians have bor- 
rowed technical know-how from us, 


69 


we could borrow to good advantage | 
from the Scandinavians some of. 
‘the mature stature and _ social 
aplomb which have characterized 
them in their intelligent handling | 
of relations in this country.” 


Pioneer Long Island 
Station Adds Power 


| Station WWRL, Woodside, L. L., | 
'N. Y., which recently celebrated its 
| 20th anniversary on the air, has 
| been granted a power boost from 
250 to 5,000 watts. William H. 
Reuman, president, said the sta- 
tion will install a 5,000-watt West- 
ern Electric transmitter at Se- 
caucus, N. J., with directional 
antenna beamed at New York City. 

WWRL will conduct an intensive 
promotion and advertising cam- 
paign publicizing the power boost, 
which is expected to be effected by 
next April 1, but will make no 
change in advertising rates until | 
three months after going to 5,000 
watts, Mr. Reuman said. 


N 
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FARMERS ARE PAID 
EVERY MONTH! 


Sterling Names Kupsick 
Sterling Records, Inc., New York, 

manufacturer and distributor of 

records specializing in the juke 

box field, has appointed J. R. Kup- 

el Advertising Agency, New) 
ork. 


SWIFT'S MEATS = ManveLs coaneTTes 
rr CHIFFON <=" FLAKES ‘ 
Lucky Strike Cigarettes MICKELBERRY'S 044 Farm Products 


Trade with confidence with a member 


This Store, 
Mentor of the Gary Rete Grocers’ Association, i» Co-eperction wim 


THE GARY POST-TRIBUNE 


Recommends 
the Following Advertised Products When i 


pe et ee 


Steady Year ‘Round Income Insures 
Steady Year Round Sales 


Gary Retail Grocers’ Association wih 


“Best Point of Sale Tie-up We Have Seen” 


Says ROSE MARIE KIEFER, First Lady of the Food Industry 


Mrs. Kiefer, Secretary-Manager of the National Association of Retail 
Grocers, is an outstanding authority on food and grocery merchan- 


dising. 


She says, “There is no question in my mind but that the special | 
poster service offered to the members of the Gary Retail Grocers’ | 
Association by THE GARY POST-TRIBUNE is a definite plus 
value to the advertisers in your splendid newspaper. 

“This is a grand service for retailers, too, and it directs consum- 
ers’ attention to not only the outlet where they can buy the adver- 
tised products, but the poster in the retail store is the best ‘point of 


sale’ tie-up we have seen. 


“If I were buying advertising for any manufacturer whose 
products are distributed in your area, we would insist on participat- 
ing in this special poster service for the added merchandising of 


our advertising.” 


And Mrs. Kiefer is not alone in recognizing the value of this 


service maintained by 


THE GARY POST-TRIBUNE 


Meet unique Wisconsin! Though principally an agri- 


cultural state, payday comes as regularly for Wisconsin 


farmers as for city folks. That’s because the major in- 


come of Wisconsin farmers is from dairy herds. Since 


The mentor of entile en Wie- milk, cream, dairy products are marketed regularly— 


consin farms has increased 
22% during the past 5 year 
period; cows milked, 14%; 
milk produced, 18%; hogs, 
40.9%; chickens on hand, 
37%; eggs produced, 43%; 
turkeys raised, 34%. Wisconsin 
income is at a peak— Wisconsin 
spending power was never 
greater! 


Wisconsin farmers are paid on a steady month to month 
basis. 
Wisconsin farmers have money to spend 12 months a 


No seasonal spurts — no low income periods. 
year. Get in on the steady stream of sales that can 
come from the steady, substantial income from this 
world’s richest dairy market. Reach dairy farmers with 
the dairy paper that’s read regularly by more than 90% 
of Wisconsin’s top income farmers . .. Wisconsin Agri- 
Serves as a newspaper, a farm 
Thor- 


oughly read, cover to cover. Sells the entire state with. 


culturist and Farmer! 
paper, a business adviser, a family magazine. 


out supporting help. 


GARY’S ONLY NEWSPAPER 


Wright Nodine, Merchandising Department, W. Earl Bothwell 


\dvertising Agency, writes: 


“Your continued cooperation 


loubtedly encouraged the retailers in the Gary area to feature and 
display DUFF’S MIXES on the 
If you want to reach families in the Gary Trading Area effec- 


tively, your only absolute assurance 


POST-TRIBUNE, the newspape 


PULLINE* rates in America. 


*PULLINE measures 
ADVERTISE IN THE 


National Advertising Representatives 


s‘URKE, KUIPERS, MAHONEY, INC 
For best results ADVERTISE ADEQUATELY in newspapers | 


in these retail bulletins has un- | 


. ES 
VERY 10 Wisconsin FARM FAME 


ir shelves.’ 


e is in the columns of THE GARY 
r with one of the most productive 
RESULTS 


when you 


GARY POST-TRIBUNE 
New York Chicago Atlanta Dallas 
4* Oklahoma City Los Angeles San Francisco | 
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572 Division Ave., S. Grand Rapids, Mich 


National Industrial Stores As- 


| sociation, Washington, D. C., is 


readying its “1947 Yearbook”’ for 
distribution in January. The year- 
book, a pocket size edition, will 
run about 200 pages with adver- 
tising rates $97.50 per page net. 


Appoints Meyer 


| 


Yearbook to Bow inJan. Fiqrm Trio Prints 


23rd Consumer 
Buying Survey 


SPOKANE — More farmers in 


| Washington buy catsup than buy 


Carl A. Meyer, on the circula- | 


tion staff of the Boston Post for 
the past 17 years, has been ap- 
pointed circulation manager suc- 


| Mr. Meyer was previously with the 
|Hearst Newspapers and the Bos- 
_ton Herald-Traveler. 


* 1 | ceeding the late Eben M. Enroth. | 


it in Oregon or Idaho, and a higher 
percentage of Idaho farmers plan 
to buy livestock serums and vac- 
cines than Washington and Oregon 
farmers. 

These figures, and others on 150 
other commodities, are shown in 
the 23rd consumer buying survey 


‘conducted by the Pacific North- 


6415 EAST JEFFERSON, 


THE NEW STUDIOS OF RADIO STATION WAYZ 


DETROIT 14, MICH. 


Owned and Operated by the 
KING TRENDLE BROADCASTING CORP. 
1700 Stroh Bidg., Detroit 26, Mich. 


Represented by the 


PAUL 


H. RAYMER CO. 


‘the replies of 1,667 farmers in the 
‘three states to a questionnaire 
_mailed last year-end. Brand pref- 
_ erences of those answering and ex- 
‘tensions indicating the market for 
various products in each and a 
|three states are shown for each 


first that 1,422 of the 1,667 who 
replied said they intended to buy 


'that sales this year of baking pow- 


west Farm Trio—/daho Farmer, 
Oregon Farmer and Washington 
Farmer, published semi-monthly 
by Cowles Publishing Company. 
The survey is the oldest of its kind 
conducted by an_ advertising 
medium. | 

The 56-page report breaks down | 


product. 
For example, the survey shows 


baking powder this year. The re- 
port shows 85.6% of Washington 
farmers, 85.4% of Idaho farmers 
and 84.9% of Oregon farmers will 
buy this product; that the probable 
market totals 163,088 buyers for 
the item in the three states, and 


der will total 819,062 pounds in 
the area. 
Calumet brand is shown to have 


ll 
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states, with Clabber Girl runner- 
up in Washington and Oregon and 
K C baking powder second in 
Idaho. 

Similar figures are shown for 
other food items, for various auto- 
motive and farm implement prod- 
ucts, building materials, livestock 
and poultry items, etc. ; 


CBC Operates FM 


The Canadian Broadcasting Cor- 
poration has begun full-time FM 
broadcasting in the Toronto area. 
The station, VE9EV, operates on 
a 99.1 megacycle band. 


Bendix Appoints Muller 


F. G. Muller has been appointed 
director of public relations and ad- 
vertising of Eclipse-Pioneer divi- 
sion of Bendix Aviation Corpora- 
tion, Teterboro, N. J 


Thompson Moves Offices 


George E. Thompson & Asso- 
ciates, outdoor advertising repre- 
sentative, has moved its Chicago 
office from 333 N. Michigan Ave. 


highest preference in all three 


to 201 N. Wells St. 


JUNE 30, 1946—13,383 Net Paid 


217 Broadway, New York 7 
816 W. Fifth St., Los Angeles 13 


WE_REPEAT... 


DEC. 31, 1945—10,744 Net Paid 
JUNE 30, 1945 11,575 Net Paid 


DEC. 31, 1945—12,099 Net Paid 


THE BAKING INDUSTRY MAGAZIN 
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Frantz Industries 
Will Promote New 
Yeast Products 


PITTSBURGH. — Intensive promo- 
tion was promised recently for the 
new yeast products Frantz Indus- 
tries is readying for the national 
market, following its purchase of 
trademarked brands formerly pro- 
duced by Northwestern Yeast Com- 
pany, Chicago. 

Frantz, it was announced earlier, 
has purchased the Magic Yeast 
and Yeast Foam brands from 
Northwestern Yeast, as well as the 
trademarks, processes and machin- 
ery used in manufacturing the 
products. Construction of a new 
plant is under way near Pitts- 
burgh, the company said, and coast- 
to-coast distribution of the 70-year- 
old Magic Yeast cake and allied 
products under the Frantz name 
will start next month. 

Northwestern Yeast, which is 
still in process of dissolution, also 
plans to sell its rights and manu- 


facturing process for Maca, another | 


product in its yeast line. The Chi- 
cago company, however, will con- 
tinue to operate a_ subsidiary, 
Fearn Laboratories, which pro- 
duces food specialties for the insti- 
tutional trade, as well as for meat 
packers and_ processors. Kraft 
Foods Company, Chicago, took over 
national distribution of Maca yeast 
early this year; it was off the 
market during the war, with the 
government taking over the entire 


* supply. 


Seventh Company Formed 


The yeast business is the seventh 
industry originated or purchased 
by Charles C. Frantz and his 
sister, Mrs. E. K. Sprague, since 
the first company was set up in 
1927. The brother-sister team now 
controls the Frantz Company, 
which markets bakery supplies, 
Frantz Home Bakers, Frantz Dis- 
tillers, Inc., Frantz Farms, Frantz 
Feeds and Frantz Syrup Company. 

Mr. Frantz said the company is 
enthusiastic over the “tremendous 
possibilities” in the yeast processes 
and trademarks it has purchased. 
“We are combining the already 
famous Northwestern Company for- 
mulas with the secret processes 
that have put several of our 
original Frantz Company products 
across,” he said. “In the case of 
‘Yeast Foam Pulverized,’ for in- 
stance, we’re building it into what 
we'll call ‘Yeast Foam Culture.’ 
The result is something new and 
entirely unprecedented in the bak- 
ing field. We’re so sure of what it 
will accomplish, we’ll very likely 
merchandise it under a _ double- 
your-money-back guarantee.” 

The yeast division, said Mr. 
Frantz, will have its own national 
advertising and sales promotion 
director, and the new product will 
be promoted extensively, from coast 
to coast. 

Frantz Distillers, Inc., which 
has already begun a five-year sales 
promotion program, also is plan- 
ning a new package-product for 
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national sale, Mr. Frantz said. It , 
will follow the Frantz formula for 
business success: 

“Make the best product of its 
|kind. Stand behind it uncondi- 
tionally. Then advertise.” 


KAVE, WDAD Join CBS 


Station KAVE, an independent 
station in Carlsbad, N. M., has | 
joined CBS as the 160th affiliate. | 
The station, owned and operated | 
by Carlsbad Broadcasting Corpo- | 
ration, operates with 250 watts | 
power on 1,240 ke. Station WDAD, | 
Indiana, Pa., will join CBS on | 
Nov. 4 as its 16lst affiliate. It is | 
owned and operated by the Indiana | 
| Broadcasting Company and oper- | 
/ates with 250 watts power, unlim- | 
ited time, on 1,450 ke. | 


Sentry Appoints Riddell — 
J. A. Riddell, recently released 
from the Army, has been appointed | 
aational sales manager of Sentry | 
— Corporation, Inglewood, 
al. 


#516,298 Executive 
Subscribers 


All Paid 


i, Nation's Business 


So use all four 
if you can BUT.- 


ALONE IS NOW READ BY 
HALF OF THE MILLION 
WHO BUY IN BILLIONS! 


ne 


NIMESSSESS 


OHIO FARMER © MICHIGAN FARMER 


Ci ie, 


If he’s partial to lollypops, Corona-Coronas or 
high-proof Moose Milk, lay in a supply and call 
him in for a confidential quiz. For he knows 
facts about the markets of America, and how to 
cultivate the richest of them .. .the farm market. 
Facts you need to know. 


So break out the lollypops and get your Adver- 
tising Manager to talk. You’ll learn some things 
you may not know. Such as the fact that farmers 
made money hand-over-fist during the war, and 
still are making it. That these farm folks have 
a terrific list of still unsatisfied needs — in the way 
of manufactured, branded, advertised products. 


Ask especially about 7Ze Golden Crescent 


Your A.M. can tell you that here—in the pros- 


" The Golden Crescent 


“Your distribution may be national, but your selling is always LOCAL” 


perous states of Michigan, Ohio and Pennsyl- 
vania—lies one of the most profitable sections 
of the great farm market, where the farms lie 
close to many marketing centers in which farmers 
sell crops and buy manufactured goods. 


Tue Golden Crescent —a ready-to-buy market 


of three million prospects—is a fertile field for 
sales effort also because it is so compact—and 
because you need only three magazines... 
MICHIGAN FARMER, OHIO FARMER and 
PENNSYLVANIA FARMER ... to cover two- 
thirds of all these farm families. 


It’s important facts like these that your Adver- 
tising Manager knows. So treat him as a pet, 
but be sure he gives you the inside story on 


Tae Golden Crescent { 


Copyright 1946, Capper-Harman-Slocum, Inc. 


PENNSYLVANIA FARMER 
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Two Name Oren Arbogust 


Mandel Appoints Foster 


Media Confronted 


said Mr. 
placency on the part of all media 


Dimond, “is the com- 
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sophistication of the public, as is 
the audience of other media that 


Oren Arbogust, advertising-| Rear-Admiral Paul Foster, re- ; ‘ 
public Be Pty Chicago, has ~ | cently : released from active duty in by Toughest Job on the utter false premise that all first has to gather "e the audience 
appointed to handle the advertis- |the Navy, has _ been appointed ‘ possible channels for an advertis-|to which the advertising message 
ing of Edwin C. Barnes, midwest | executive assistant to Leon Mandel, P ‘ G T ld ing message have already been ex-|can be presented. _ 
distributor of the Ediphone, and | president of Mandel Brothers, oster roup 1o plored and that the die is cast as| “The important thing to you out- 
Fence Company of America. | Chicago. far as the major media of adver- | door advertising men, as competi- 
—_—_—_——— > Pry oy | ee een | ‘ising are concerned. Twenty-five | tors for the advertiser’s dollar, is 
; WTCN Gets Video Permit Anderson Agency Moves ‘+ hele bhtene ae a poten ¢ years ago magazines, newspapers | that other media are meeting the 
> FCC has issued a construction Anderson Advertising Agency, | 4... matize its Te ‘tine di jinust | and outdoor advertising men sat|challenge of modern trends—not 
permit for a television station to | Los Angeles, has moved to larger the thi that it al Pp do | ‘back with the same complacency, | only meeting them but making sub- 
WTCN, ABC affiliate in Minneap- | quarters in the General of Amer- pv rd ae ae : yen es feeling that they had ‘arrived.’|stantial gains in increased 
olis-St. Paul. ica building, 5225 Wilshire Blvd. ‘0 . — Today, the upstart radio has beat | audience.” 
mond, H. J. Heinz Company, told th ll in doll dit f V 
the Poster Advertising Association a — a ee  eLeg — Vea ane ony 
of Canada recently at its annual siabaaieatises eee ; Keefe, Day Promoted this 
convention here. ‘Mass Sophistication’ Daniel J. Keefe has been ap- hose 
“The media of tomorrow will be| Today’s buying public is the most | pointed manager of the Buffalo " 
conceived by the opportunists of | difficult audience the advertising sales office of American Radiator ia 
. today who seek out the needs of |industry has ever attempted to|& eee es. a a 
“ the advertiser and devise ways and | reach, the Heinz official declared. adage og pose pad field’ Pr aa 
i means to meet them,” he predicted. | There are more people with more ager of amaaal sales, with head- oa 
He said “thinking people” engaged | money to spend, but “mass sophis- | quarters in Pittsburgh. Ma: 
in working with all forms of estab- | tication” has helped them develop aes tien 
lished media “are privately admit- ja defensive armor against pressure Shannon Opens Agency fele 
ting their shortcomings” andj of any kind, “especially advertis- cn ki f | ith Res 
realize the need for improved tech- ing pressure.” Hirsch Peon lags mo lage v 
niques to get for the advertiser Outdoor advertising is in a for- | service and se A executive, has wees 
greater sales results from his ad-|tunate position, he said, because | formed his own agency, Roy A. Nat 
vertising efforts. “its audience is not being chal-|Shannon Advertising Company, han 
“The thing that amazes me,” \lenged by the increasing mass/Inec., 1408 Locust St., St. Louis. tei 
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except the one marked “best”. 


FOR CLARITY, COLOR AND CONSISTENT QUALITY 


HAYNES LITHOGRAPH COMPANY, INC. 


1140 East-West Highway 


“Why didn’t somebody tell me what kind of an appetite 


Florida’s Floating Population has?” 
Silver Spring, Maryland | 


VTi hit of the year! 
FLUORESCENT DISPLAY 


It's a well known fact that Florida's Floating Population has 
a@ spectacular appetite...for an amazing number of things. 
Last year 41/2 million visitors spent almost $1 billion satisfying 
these various buying urges. And all signs point to a bigger 
season than ever coming up. 


You can harness your product to this vast buying power by 
selling ‘em in The Herald. Florida's leading newspaper has 
long enjoyed the largest state-wide circulation and influence 
of any daily in the state. Now, through its Clipper Edition 
flown to Latin America, The Herald is also helping to shape 
the buying habits of a great international audience. 


Interested in the great Latin 
market? . .. Write for your 
copy—tThe Story of The Herald 
Clipper Edition. 


 . for any brand name 
. . « for any product or service 
. . » for any retail dept. 


BRIGHTER 


—than neon! 


Write for full 
particulars! 


—than neon! 


| o COSTS A FRACTION 


—of neon! 


GREATER MIAMI—‘ International Market!’’ , 
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‘Danger Signals’ in Radio 
Detailed by NAB Study 


Lazarsfeld Book Says 
Broadcaster Should 
Limit Plugs, Push Code 


WASHINGTON — Publication of 
“The People Look at Radio” later 
this month by the University of 
North Carolina Press gives radio 
a look at the people through a 
National Association of Broad- 
casters’ sponsored public opinion 
study, partial results of which were 
released early this year (AA, 
March 18), and an analysis of 
the study by Dr. Paul S. Lazars- 
feld’s Bureau of Applied Social 
Research of.Columbia University. 

Whereas the previously released 
results of the study made by the 
National Opinion Research Cen- 
ter, Denver, emphasized the fact 
that two-thirds of the people ap- 
proved of radio in general and 
favored radio with advertising, 
Dr. Lazarsfeld’s detailed analysis 
points out that radio’s critics are 
concentrated in the upper strata 
of society, those with more edu- 
cation, influence and income. 

“This book was inspired by the 
radio industry’s realization that 
its service to the public is not 
beyond criticism,’ the introduc- 
tion states, and the volume goes 
on from there to describe public 
attitudes revealed by the survey 
—toward radio as a whole, toward 
radio advertising, toward pro- 
gramming and toward government 
control. The analysis then goes 
on to describe the significance of 
these findings to the industry and 
to suggest a pattern of action. 


Radio Tops Five Groups 


In an over-all appraisal of five 
institutions, radio was ranked 
“excellent” by 28%, churches by 
25%, newspapers by 12%, schools 
by 17% and local government by 
7%. The “poor” rankings in the 
same order were 1%, 2%, 4%, 5% 


7». 


One of the country’s 
great payroll communi- 
ties ... home of many 
of its best-known indus- 
tries...a top market in 
its own right, as judged 
by any sales standards. 


THE ONLY HOME 


NEWSPAPER for 
135,000 READERS 


ALFRED G. HILL, Publisher 
C. L. EANES, General Manager 


DON McKAY, Local Advertising Manager 


Nationally Represented by Story, Brooks & Finle 


and 9%. 

A breakdown of the responses 
shows that “‘the more people listen 
the more they like radio in a gen- 
eral way,’ and that “the more 
critical people are of social insti- 
tutions in general, the more criti- 
cal they will be of radio.” 

Analysis of the criticisms of ad- 
vertising and _ public attitudes 
toward advertising showed that 
the critical group in the poll in- 
variably ran about one-third of 
the respondents. Asked whether 
“vou ever feel like criticizing 
When you listen to the radio,” 
64% answered “yes.” Of these, 
29% were annoyed by advertising. 


Third React Automatically 


“It appears,’ Dr. Lazarsfeld 
states, “that radio advertising 


comes to the minds of about a 
third of the people automatically 
when the inquiry touches on the 
general criticism of broadcasting.” 

In exploring the range of atti- 
tudes toward advertising, the 
study found 23% “in favor of ad- 
vertising on the radio because it 
tells me about the things I want 
to buy”; 41% said that “I don’t 
particularly mind advertising on 
the radio—it doesn’t interfere too 
much with my enjoyment of the 
program”; 26% said “I don’t like 
advertising on the radio but [’ll 
put up with it”; and only 7% took 
the extreme view: “I think all ad- 
vertising should be taken off the 
radio.” 

The difference between the two 
indifferent groups shows that 80% 
of the people who “don’t mind” 
advertising “are willing to take 
their programs as they get them 
now,” but 73% of the group who 
will “put up with it” would pre- 
fer programs without commer- 
cials. 

The analysis finds “three main 


considerations which make for 
positive approval of commercial 
advertising—its human interest 
value, its usefulness, and the fact 
that in general the most popular 
programs are sponsored.” The re- 
port also points out the “danger 
signals” to commercial broadcast- 
ing in the adverse attitudes toward 
radio advertising. 

In addition to the factors shown 
by the poll, the study points out, 
“the fact that 35% of the people 
would prefer to have radio pro- 
grams produced without advertis- 
ing, while only 10% feel the same 
way about newspapers,” is a 
specific danger signal. 

The anti-advertising comments 
added up to several specific criti- 
cisms—of volume and _ position, 
uninteresting content, overselling, 
violation of taboos, and the use 
of attention-getting devices. In 
the category of “taboos” the re- 
port found 42% of the people op- 
posed whisky advertising on the 
air, 36% beer, 22% liver reme- 
dies, 20% laxatives, 16% head- 
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ache remedies, 12% cigarets and 
11% deodorants. 


Fear Competitive Advantages 


In his analysis, Dr. Lazarsfeld 
examines the question of making 
commercials more acceptable and 
finds that it isn’t being done be- 
cause “if one advertiser does it 
and another does not, the first 
would be afraid that the second 
would sell more goods. Actually 


For Your Advertising Campaign 


in the 
SOUTHWEST gone 


AGENCY 


@ Publicity 
@ Public Relations 
@ Campaigns 


@ Surveys 
303 Southland Annex 
DALLAS 1 TEXAS 


all business as local 


If “national” advertising seems complex to you, look at it this way. 


Every sale advertising makes is a local transaction between a local consumer 


and a local dealer. Local sales in many markets make 


national business. But markets differ because people differ. Two recent 


brand preference studies, made by newspapers in two different 


cities, for instance, show a nationally advertised packaged food being used 


by 9.8% of the families in one city, by only 2.6% in the other. 


Differences are similarly wide for other national brands. 


“National” advertising, naturally, pays off best when it fits your 


individual local sales pattern. Newspaper advertising fits. It blankets the U.S. and 


Canada in 51,000,000 papers daily . . . an all-time high for the biggest 


mass medium. Yet it provides unique precision control. You can build 


sales where you want them when you want them, and at 


profit-boosting low cost. 


Maybe our sales analysis people can dig up some local facts about your business. 


They’re eager. Ask them. 


the bureau of advertising 


AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION 


370 LEXINGTON AVENUE, NEW YORK 17 


prepared by the Bureau of Advertising and published by the Chicago Herald-American in the interest of more effective advertising 
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there is no published evidence 
that longer and harder selling 
commercials are necessarily more 
successful selling devices. But the 
competitive situation is likely to 
keep many individual advertisers 
from making drastic reductions. 

“One way to pave the way for 
improvement and to protect ad- 
vertisers would be for the indus- 
try as a whole to take action.” 
He points out that the NAB code 
now limits time for commercials 
and suggests that the NAB en- 
force its code vigorously. 

“The middle commercial,” he 
says, “offers a special problem. It 
interrupts the program and is, 
therefore, a frequent object of re- 
sentment. At the same time, it is 
one of the surest ways to reach 
listeners with a sales message. 
Thus, it might eventually become 
a symbol in the struggle between 
balancing commercial advantages 
and maintaining the good will of 
the audience.” 


Urges NAB Action 


On over-selling, the report sug- 
gests a study of the kinds of em- 
phasis which create antagonism 
and the promulgation of “certain 
‘do’s’ and ‘don’ts’” by the NAB. 

It also suggests a “special diffi- 
culty” for radio—“if all adver- 
tisers and all radio stations were 
to agree on shorter and less hard- 
selling commercials, no one would 
be handicapped competitively. But 
radio as a whole might still be at 
a disadvantage in competing with 
the printed media and other ad- 
vertising devices. 

“While no evidence exists to 
show that this would actually be 
the case, the industry might even- 
tually be forced to accept some 
additional restrictions because of 
the special position of social re- 
sponsibility it occupies as licensee 
of a public franchise.” 

A tabulation of specific criti- 


One Times-Herald 


goes into more homes 


and comes out with 


more business for the 


advertiser than any 


other newspaper in 


Washington. 


Editor and Publisher 


TIMES-HERALD . 249,576" 
The.STAR . . . 211,046 
The Post. . . 166,696 
The NEWS. . . 104,461" - 


as of March 31, 1946 
*5 day average Mon. thru Fri. 


Times Herald 


WASHINGTON, D 


National Representative 
GEO. A. McDEVITT CO. 


cisms shows that 30% thought 
commercials too long; 13% in bad 
taste; 13% too detailed; 15% too 
much singing; 32% too repetitious; 
35% interrupt programs; 31% silly; 
18% too many jingles; 33% claim 
too much for the product; 26% 
too many of them; 27% don’t ob- 
ject strongly to any. 

He concludes that “four of the 
factors—quantity, dullness, over- 
selling and attention-getting de- 
vices are of approximately equal 
importance” as targets of criti- 
cism. 

The public opinion study found 
large areas of public ignorance re- 
garding the facts of government 
regulation of radio. To the ques- 
tion, “As far as you know does 
the government have anything to 
do with the operation of radio 


stations?” only 50% of the sample 
said that it did, 16% said no, and 
35% said they did not know. 


Impartiality Asked 


While regulation of frequency, 
wattage and ownership were not 
approved by a majority in any 
case, 53% thought that the gov- 
ernment should “see that radio 
stations regularly carry programs 
giving both sides of public issues” 
and 66% that it should “see that 
news broadcasts are truthful.” 

Dr. Lazarsfeld points out that 
these results show that if the “two 
cherished American stereotypes: 
fairness and free _ enterprise” 
should be in conflict, “the major- 
ity of the respondents give fair- 
ness priority.” 

The report gives a detailed an- 


alysis of attitudes and preferences 
among various types of programs, 
finding that the “critical third’ 
and particularly the upper strata 
of society express a greater de- 
gree of dissatisfaction with exist- 
ing programs and more prefer- 
ences for programs outside the 
areas of popular preference. 

In examining the role of the 
broadcaster, Dr. Lazarsfeld states 
that the fact “that the more ar- 
ticulate strata of the population 
. .. are most likely to be critical 
of his work” puts the broadcaster 
in a “difficult position” because he 
knows from his daily experience 
that the bulk of his listeners are 
quite satisfied with what he is 
offering them. 

“How can the requirements of 
the intellectual avant garde be 
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reconciled with those of the large 
majority of less demanding mem- 
bers of the community?” he asks, 
and finds his answer in the “sys- 
tem of checks and balances” with 
the advertiser on one side, the 
critics of radio on the other, and 
the broadcaster in the middle as 
the reconciling force. , 

“The educational structure of 
the country being what it is,’ he 
says, “most advertisers will in- 
evitably want to promote pro- 
grams which conform to _ the 
understanding and taste of the 
larger and less educated sectors 
of the population.” The broad- 
caster’s job is to “compromise be- 
tween these forces” by keeping 
alert to criticism. 

The “five pillars of radio criti- 
cism” are described as advertis- 


official announcement by 57 hours. 
sentatives for the complete Iron Age story. 


known to editors and radio network commentators. 
Iron Age’s release of February 13 predicting the terms 
and date for the steel strike settlement was an example. 
It was quoted to a newspaper and radio audience estimated 
at fifty millions — it scooped the field, preceding the 
Ask one of our repre- 


QUOTED TO MILLIONS 


That Iron Age can be quoted with safety has always been 
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large ing, radio as an educational de- 

1em- vice, free access to the air, artistic 

asks, | considerations, and “the problem 

‘sys- | of social significance,” and the 

with analysis considers public attitudes 
the and the implications of these atti- 
and tudes toward each category. 

le as eS 

e of Kaplan Appoints Losey; 

” he Gets Leather Account 

| in- H. L. Losey, recently released 
oval from the armed forces and before 
the that with Batten, Barton, Durstine 
the & Osborn, New York, has been 

‘ctors named production manager of Ben 

road- Kaplan, Providence agency, suc- 

e be- ceeding Harry Huntington. 

eping The agency has been appointed 

to handle the advertising of 

iti Berry’s Leather Goods, Pawtucket, 

«al R. I. Newspapers and radio will 


be used. 


Retailers’ Tax © 
Manual Published 


NEw YorkK—The ninth edition 
of the Institute of Distribution’s 
annual “Retailers Manual of Taxes 
and Regulations,” published pri- 
marily for some 50 chain store 
groups in the institute, contains 
177 pages describing federal and 
state laws affecting retailers. 

The latest edition contains 28 
pages devoted to sales, occupa- 
tional and excise tax laws, a 
dozen pages on state anti-chain 
store tax and related laws, 18 
pages on state business and occu- 
pational restrictions, and other 
sections on fair trade acts, wage 
and labor laws, property taxes, etc. 
Laws digested range from those 


on use of flags to regulation of 
premium offers. 

The book shows that so-called 
“truth in advertising” laws have 
been enacted in all states except 
Arkansas, Delaware, Georgia, Mis- 
sissippi and New Mexico. Outdoor 
advertising is shown regulated in 
18 states and the District of Co- 
lumbia, and 18 states prohibit 
“posting of sign without permis- 
sion of owner.” 

Non-members may obtain copies 
at $7.50 each from Gladys Kier- 
nan, executive secretary of the 
institute, at 25 W. 43rd St., New 
York 18. 


Sponsors Gargan Show 
Keeling & Co., Indianapolis ad- 

vertising agency, has announced 

the purchase of another weekly 


half-hour mystery show for Has- 
tings Mfg. Company and Casite 
Corporation, “I Deal in Crime,” 
starring William Gargan, broad- 
cast over the entire ABC net- 
work starting Saturday, Oct. 12, 
8:30 p.m., EST. The show is in 
addition to the recently announced 
“The Adventures of Michael 
Shayne” over MBS and the ex- 
tensive publication advertising 
schedule carried by the companies. 


Joins Ad-ver-tis-er 

Carl H. Widmark, formerly a 
salesman in the regional offices in 
Kansas City of General Outdoor 
Advertising Company, has been 
appointed local sales manager of 
Ad-ver-tis-er, Inc., Fort Wayne, 
Ind. The company has named Ar- 
mond Gemmer & Associates, Fort 
Wayne, as its public relations 


counselor. 


C.E.D. estimates postwar production of 
America’s blast furnaces, steelworks and 


rolling mills at $4,799,400,000 — a 34% 


increase over 1939. 


Big buying lies ahead! 
IRON AGE Can Help You Get Your Share 


: 


FRED BANNISTER 
62 La Salle Road 


ROBERT F. BLAIR 
1016 Guardian Building 


100 East 42nd Street 


The basic iron and steel producers are a large 
and important segment of the metalworking 
industry, along with the manufacturers of con- 
sumer metal goods, machinery of all kinds, 
metal parts and assemblies; not to mention 
the manufacturers of automobiles, aircraft, the 
fabricators and a host of others. All of them 
are bound together by their common interest 
in everything pertaining to metalworking. 
Collectively and individually, they constitute a 
tremendous market with their buying power 
now at an unprecedented peacetime high. 

The Iron Age can help you get your share of 
business in this prosperous market. Fifty-two 


times a year, year after year, the key men of the 
metalworking industry study The Iron Age. 
Its breadth of editorial content gives them 
what they want when they want it. It is their 
weekly “town meeting” — and few ever miss a 
meeting — to discuss, review, and study the 
latest in metalworking. 

That is why more and more advertisers are 
using the power and prestige of The Iron Age 
to get an “‘in” as these key men meet, study, 
plan and buy. 

Make The Iron Age a ‘“‘must” if you have a 
product or service to sell the metalworking in- 
dustry as a whole or any of its branches. 


REPRESENTATIVES 


Cc. H. OBER 
H. E. LEONARD 
100 E. 42d Street 
New York 17 
Murray Hill 5-8600 


PEIRCE LEWIS 
7310 Woodward Ave, 
Detroit 2 
Trinity 1-3120 


West Hartford 7 
Hartford 32-0486 


Cleveland 14 
Main 0988 


B. L. HERMAN 
Chilton Building 
56th and Chestnut Sts, 
Philadelphia 39 
Sherwood 1424 


H. K. HOTTENSTEIN 
1134 Otis Building 
Chicago 3 
Franklin 0203 


814 Park Building 
Pittsburgh 22 
Atlantic 1832 


Los Angeles 28 
Granite 0741 


THE IRON AGE 


METALWORKING HEADQUARTERS 


A Chilton © Publication 


JOHN M. HUGGETT 


R. RAYMOND KAY 
2420 Cheremoya Ave. 


New York 17, N.Y. 


ADVERTISING 
AGENCIES 
EARN THEIR 
FEES? 


WHAT SERVICES DO 
THEY PERFORM FOR 
MANUFACTURERS? 


You wil 
and to 


I find the answers to these, 
many more “‘sticklers” in 


this comprehensive, useful guide— 


ADVERTISING AGENCY FUNCTIONS 
AND COMPENSATION 


By the 


Editors of Advertising Age 


Here, for the first time, is a fac- 
tual, timely guide to existing prac- 


{ tices in 


advertising agency service. 


More than 300 advertising man- 


nd agency executives spent 


from one-half to three hours ana- 
lyzing their advertising service to 
contribute to this meaty report. 


of advertising agencies 


have ordered copies in quantities 
for distribution to their clients, and 


own staffs. One advertis- 


ing manager ordered 12 copies to 
pass on to “top management.” It 


Ip you, your clients and 


your employes to understand bet- 


agency business. 
e comments by readers: 


is the most valuable piece 


Agency president 


have made a real contri- 


a“ 
. 


Agency principal 


“It is something that our busi- 
ness has needed for a long time.” 


Account executive 
personal opinion is that 


you better get a lot of paper to- 


gether 


so that you will be pre- 


pared to meet the avalanche of 
requests .. .” 


Advertising Manager 


“Ll am learning the advertising 
business, and your booklet has 


helped 


”“ 
. 


me tremendously . . 
Veteran 


Whether you are an advertising 


r, an agency executive, or 


a supplier, this booklet will help 
you gain a clearer understanding 
of the business of advertising. It 
will help you interpret advertising 
better to top management. It will 


give yo 


u clearer insight into your 


own advertising job. 


While the limited supply lasts, you 


can get 
mative, 


extra copies of this infor- 
factual report for $1 each. 


Order one now for your own files. 
Order extras for every associate 
concerned with marketing, mer- 


chandisi 


ng, sales, or advertising. 


Price, one dollar from .. . 
Advertising Publications, Inc. 


100 E. Ohio St. 


FILL IN 


Dozens 
to their 
will he 
ter this 
Here ar 
“This 
of literature of its sort we have 
ever received .. .” 
“You 
bution to the business, for which 1 
am sure we all owe you a vote of 
thanks 
“My 
| 
I 
I 
I 
1 
I 
I 
i 
I 
i 
I 
I 
I 
@ 


Chicago 11, Ill. 
AND MAIL THIS COUPON TODAY 


Advertising Publications, Inc. 
iv. 1021 


100 E. Ohio St., Chicago II, Iilinois 
Gentlemen: 
Please send me .......... copies of 


“Advertising Agency Functions and 
Compensation.'' Enclosed is $........ 


Name . 


re 


Company 
Address 
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“Gosh — another public interest an- 
nouncement by W FDF Flint!” 


| You can chalk up a blunder for 
Private Lines! In this column last 
week it was reported that General 
Foods has cancelled a $50,000 con- 
|tract with A. C. Nielsen Company, 
but the item failed to make clear 
that only the contract for Nielsen 
Radio Index was involved. Gen- 
/eral Foods continues to be one of 
|Nielsen’s largest clients for the 
|Nielsen Food Index—a service for 
‘which it pays several times the 
-amount of the Radio Index charge. 
| While several clients of the Radio 
|\Index feel that their agencies 
| should bear a portion of the cost 


of the service since the effective- 
ness of advertising is specifically 
involved, this factor does not nor- 
mally become an issue with the 
food, drug or other Nielsen indexes 
which measure the flow of mer- 
chandise. 
* oo * 

In announcing the appointment 
of Arch Crawford, Curtis sales 
executive, as acting executive vice- 
president of National Publishers 
Association to succeed Don Shook, 
Walter D. Fuller, Curtis presi- 
dent and recently elected head of 
NPA, hinted that some _ people 


9 out of IO 


NEW YORK ADULTS RIDE 
THE NEW YORK SUBWAYS 


COVERAGE: 89% of adults ride 


EXPOSURE: 23 minutes per ride 


REPETITION: 26 rides a month 


COLOR: All you want 


... this is subway advertising! 


_ NEWYORK SUBWAYS séversig comp ne 


CAR CARDS * STATION POSTERS 


Member of NATA 


AX —-, 


630 Fifth Ave., New York 20, N.Y. 


410 N. Michigan Ave., Chicago 11, Ill. 


might think the association has 
“too much Curtis.” NPA has al- 
ways been careful to avoid any 
suggestion that the organization 
is dominated by the big magazine 
publishers. 
However, Mr. Fuller enjoys the 
confidence of the membership to 
an unusual degree because of his 
untiring services in behalf of the 
whole industry as vice-president 
and chairman of the general oper- 
ations committee. In addition, he 
accepted the presidency for one 
term only, and so it is hoped by 
many that Arch Crawford, whose 
great job in helping to lick the 
paper crisis during the war was 
universally recognized, will be 
able later to drop “acting” from 
his new title. 

* * * 
Some comment in this depart- 
ment (AA, Sept. 16) to the effect 
that RCA Victor’s Vinylite records 
were running into slippage trouble 
is bringing down howls from the 
Bakelite Corporation, which sup- 
plies materials for the records. 
RCA Victor was particularly 
vociferous in its defense of Viny- 
lite. All boiled down, it amounted 
to this. ‘‘Pooh, pooh, slippage of 
Vinylite records is too rare even 
to bother about.” Shortage of 
Vinylite records, says RCA Victor, 
is not due to any fault in the rec- 
ords but to the familiar story of 
scarcity of materials. 

* * * 

Britons are going to get another 
taste of the “Dig for Victory” gar- 
dening campaign for which their 
government beat the drums during 
the war. This time it’s to be called 
“Dig for Plenty.” Appropriation 
for the campaign (newspaper and 
poster) will total almost $100,000. 

* * * 
Furniture manufacturers’ are 
paying more than passing atten- 
tion to the need for—and possibil- 
ity of—national advertising. Their 
responsibility to support retailer 
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promotion was brought out at the 
recent Atlantic City sessions of 
the National Retail Furniture As- 
sociation, where T. Hart Ander- 
son, of Anderson, Davis & Platt, 
New York, pointedly reminded 
the manufacturing segment of the 
industry that “the job of creating 
desire for furniture is the job-of 
national advertising and that job 
has never been done.” 

In 1941, last prewar year of 
normal selling, furniture dealers 
spent $7,000,000 advertising fur- 
niture locally while the manufac- 
turers invested ony $700,000 for 
national advertising, he said. The 
retailers have voted to put up the 
funds for a series of 16 sound- 
color films, covering all basic home 
furnishings, for an extensive 1947 
sales training program. They’d 
like to see the manufacturers pitch 
in, too. 

e * Bo 

Our French correspondent went 
home the other night a little 
shaken. It seems that at the 22nd 
International Fair at Marseilles 
recently, the lone occupant of a 
booth promoting a brand of French 
typewriter was busily hammering 
away on a Remington! 

He also reported that another 
booth offered a food known as 
Andouville which was being 
boosted with the slogan, ‘Eat 
Andouville, it will make you 
loving.” Our correspondent says 
that young couples were eating 
the sandwiches offered and then 
going off tittering. 

All in all, he thinks, the In- 
ternational Fair was not so much. 
* co * 

The Bing Crosby-Philco radio 
deal is still capable of raising 
little prickles of apprehension. 
T. F. Gessner of Hammond, La.., 
writes, “What’s to prevent an- 
other advertiser from running a 
similar, simultaneous program 
using ‘stock’ Bing Crosby record- 
ings—at a much lower cost?” 
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Ye OlL LAMPS. / / ( 


FROM THE TIME OF THE OlL LAMP TO ELECTRICITY, 


It's ROBERTS for FINE JEWELRY | , 


to remain open for your 

convemence wing $0 » that were stored away 

os our bull Just a ‘aj 
In 


AS USUAL—John M. Roberts & Son, 
Pittsburgh jeweler, is open as usual 
during the city's power strike, this ad 
says, and offers the chance to make 
selections by lamplight, as customers 
did at Roberts’ in grandma's day. 


Vacuum Cleaners 
Are NOT Scarce, 
CPA Chiet Told 


NEw BRITAIN, Conn.—The 
Vacuum Cleaner Manufacturers’ 
Association cracked back indig- 
nantly at CPA chief John D. 
Small last week for saying that 
women can’t buy vacuum cleaners 
“and have little hope of getting 
them for a while.” 

Bret C. Neece, association presi- 
dent, wired Mr. Small that his 
assertion was “so grievously at 
variance with the true nationwide 
state of affairs that we believe 
even superficial investigation by 
you will convince you that the 
direct opposite is true.” 

OPA, said Mr. Neece, was pre- 
sented Sept. 27 with a large file 
of retailers’ advertisements, col- 
lected from newspapers through- 
out the country, offering new 
vacuum cleaners for sale, with 
immediate delivery. “Current field 
investigation by representatives of 
our member companies further 
corroborates the fact of this na- 
tionwide availability,” he added. 

Factory sales on the basis of 
latest figures available are at the 
rate of more than 2,700,000 an- 
nually, the association chief said, 
“which is higher than in 1941, our 
greatest prewar year.” 

Administrator Small had been 
quoted as saying that people get 
the idea there is a great shortage 
of consumer goods “because there 
are a few things, such as autos, 
refrigerators, radios and vacuum 
cleaners, they can’t get and have 
little hope of getting for a while.” 


National Farm Show 
to Debut in Chicago 


The first farm equipment show 
to be held in the Midwest will 
open Nov. 29 at the Chicago Coli- 
seum. The show, which will be 
called the National Farm Show, 
will be held during International 
Live Stock Show week and will 
feature previews of 1947 farm 
equipment and allied lines suit- 
able for farm use. 

The event will be advertised 
through outdoor panels, car cards 
on Chicago streetcars and ele- 
vated cars, and radio spots over 
Chicago stations. No other adver- 
tising and promotion plans for 
the show have been disclosed. 
More than 1,400 boy and girl 
delegates to the 25th anniversary 
4-H Club Congress will also par- 
ticipate in the farm show. 


Five Appoint Maxtield 


Joseph Maxfield Company, 
Providence, has been appointed to 
handle the advertising of Leach 
Machinery Company, Everfine 
Jewelry Mfg. Company, Bal Ron 
Jewelry Mfg. Company, Samson 


Will Affiliate with NAW 


The National Wholesale Drug- 
gists’ Association, New York, by 
a post-convention meeting of its 
newly elected board of control, 
has approved a program of con- 
tinued research on _ distribution 
problems. Two research fellow- 
ships already established at Ohio 
State University will be followed 
up by one or more additional fel- 
lowships at colleges or universities 
yet to be determined. 

The board of control also voted 
to affiliate with the newly formed 
National Association of Wholesal- 
ers, Washington, and approved the 
appointment of Dr. E. L. Newcomb 
as treasurer of this group. The 
73rd annual convention of NWDA 
was tentatively set for the Ambas- 
sador and Ritz Hotels, Atlantic 
City, Oct. 18-23. 


Appoints Feiss 

Dealer Publishing Company, Los 
Angeles, has appointed S. L. Feiss, 
New York publishers’ representa- 
tive, as its eastern advertising 
representative. 


! 


NWDA Extends Research: British Dailies 
Report Large 


Circulation Gains 


LoNDON—With the freeing of 
circulations, the British daily 
newspapers have been able to 
gain healthy upswings in circula- 
tion figures if not in the size of 
the publications. Some of the 
dailies in their exuberance offered 
figures which they admitted are 
“estimated” or “approximately 
confirmed.” 

London’s Daily Express was the 
ranking newspaper with a new 
circulation total of 3,794,584, rep- 
resenting an increase of 330,954. 
In order there followed the Daily 
Herald, 2,350,000 (100,000  in- 
crease); Daily Mail, 2,160,000 
(125,000 increase); Daily Mirror, 
3,003,000 (600,000 increase); News 
Chronicle, 1,818,000 (150,000 in- 
crease); Daily Telegraph, 999,751 
(166,873 increase); The Times, 
276,000 (46,806 increase), and the 


Daily Worker, 109,646 (3,000 in- 
crease). 


The Daily Herald said that its) 


figures, attained on a Monday, 
constituted a record for the paper. 
The Daily Mail announced that 
by Oct. 1, it would have “new 
sales figures” indicating, presum- 
ably, a further increase. 

Outlying publications are also 
reported to have made substantial 
increases in circulation. 


‘Columbia Record 
Shop’ Expanded 


The Columbia Recording Cor- 
poration added 57 stations to the 
string of 200 airing the transcribed 
“Columbia Record Shop” through- 
out the U. S. and Canada. The 
257 outlets represent the largest 
number ever to carry this pro- 
gram. 

The “Record Shop” is aired by 
about 50 affiliates of the CBS net- 
work and some 20 stations in 
Canada. In most cases the pro- 
gram, which features Columbia 
recording artists, is sponsored by 
local record dealers. 


500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENU 
: CHICAGO * 
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Company, all in Providence, and | 
Acco Mfg. Company, Central Falls, | 


R. I. Business papers and maga- 
zines will be used for all. 
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Ecko Appoints Adams 


Harold E. Adams, formerly 
western sales manager of the 
Toastmaster division of McGraw 
Electric Company, has been ap- 
pointed assistant to Frederick Kel- 
ler, vice-president and _ general 
sales manager of Ecko Products 
Company, Chicago. 


Baird Advanced 


Fuller D. Baird, sales service 
manager of the agricultural de- 
partment of the Strong Cobb di- 
vision of Standard Brands, New 
York, has been promoted to sales 
promotion manager of the division. 


MAKES THIS 
MORE THAN A MASTHEAD 


IT’S Atlanta and Georgia’s 
own magazine through and 
through . . . 90% local 
features and local pictures. 
All six of these Sunday 
Rotogravure Magazines are 
locally-edited, thoroughly- 
read in a seven billion dol- 
lar combined market right 
out of the heart of America. 


=covers pixie 
LiKe THE 


Available singly or as a con- 


AZINE 


aERKERSON venient re -a hae — 
copy package ri an- 
Edited by ANGUS dard Gravure Corp., Louis- 


ville, Ky.; or contact anyone 
at Branham Co., Jann & Kelley, 
O'Mara & Ormsbee or Sawyer- 
Ferguson-Walker Co, 


Locally-edited Magazines in six major markets 
COLUMBUS DISPATCH ie 
THE NASHVILLE TENNESSEAN 
LOUISVILLE COURIER-JOURN 


- HOUSTON CHRONICLE 
—sATLANTA JOURNAL 


NEW ORLEANS 
MES PICYUNE-STATES. 


1,246,000 total copies each Sunday 


A‘HIDE ’N SEEK SALE” 


proved the Ad-interest of 


The INDEPENDENT’S . 


readers! 


Carl Chancellor, Own- 
er, Manager of ‘’Shop- 
‘N-Time,”’ Pasadena 
California. 


the period of the “test”, and since 
it was not hard-to-get merchan- 
dise, the “test” was more than fair. 


When Carl Chancellor, long exper- 
ienced in grocery merchandising, 
opened his own super-market last 
year, he decided to use The Pasa- 
dena Independent exclusively! 

And, in his own words, he gives 
one reason: 

“We early proved THE INDE- 
PENDENT’S incomparable pull- 
ing power. We selected a popular 
priced item, listing it in our reg- 
ular weekly ad. All store displays 
on same were eliminated during 


PASADENA § INDEPENDENT 


By actual count...we had over 
two hundred calls for this item in 
two days, and to us, it proved con- 
clusively the ad-interest of The 
Independent’s readers.” 

To find out more about the divi- 
dends awaiting the Food Advertiser 
who concentrates his linage in The 
Pasadena Independent...call or 
write REYNOLDS-FITZGERALD, INC. 


Prints Report on 
Building of War Plants 


“A Report to the People,” a 150- 
page book published by Stone & 
Webster Engineering Corporation, 
New York, is a report on how, 
when and where the Engineering 
Corporation designed and con- 
structed over 40 industrial plants 
between the spring of 1941 and V-J 
Day. The book also contains 200 
photographs of the plants and 
equipment. Harold Cabot & Co., 
Boston, advertising counsel for 
Stone & Webster Engineering Cor- 
poration, prepared the book. 


McGuire, R&R, Joins 
Newspaper Network 


John W. McGuire, formerly ac- 
count executive and aviation di- 
vision director of Ruthrauff & 
Ryan, has joined American News- 
paper Advertising Network, New 
York, as a member of the eastern 
sales staff under C. S. Hanson, 
eastern sales manager. 

Previously he was a colonel in 
the Army air forces and merchan- 
dising and advertising manager of 
Atlantic Coast Fisheries Company, 
New York and Boston. 
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Direct Mail Claims 28% 
of Nation's Ad Budget 


Paving the Way for 
Salesmen Shown as 
Most Common Use 


Cuicaco—Of a 1946 total adver- 
tising 2xpenditure of more than 
$133 million by 876 organizations, 
more than $38 million, or 28.5%, 
is going for “direct advertising,” 
the Direct Mail Advertising As- 
sociation announced at its annual 
convention here Oct. 18-19 in a 25- 
page summary of findings in its 
survey on “How Direct Mail Is 
Planned.” 

The 876 “satisfactorily-filled-in” 
questionnaires were received from 
a total of 9,254 mailed last May to 
past and present DMAA members, 
past DMAA convention registrants, 
a sample list from Standard Ad- 


vertising Register, members of As- 
sociation of National Advertisers, 
entrants in the 50 Direct Mail 
Leaders competition, industrial ad- 
vertisers and subscribers to the 
Reporter of Direct Mail Advertis- 
ing. 
Compared with Estimates 


The percentages were compared 
with estimates for 1945 by the late 
Dr. L. D. H. Weld of McCann- 
Erickson in Printers’ Ink, which 
gave direct advertising $540 mil- 
lion, or 22.6% of the nation’s total 
advertising bill of $2,386,000,000. 
The direct mail part of it was ex- 
ceeded only by newspapers, with 
$660 million or 27.8% of the total. 

Among 40 classifications repre- 
sented in the DMAA survey, the 
highest percentage of direct ad- 
vertising to total expenditure was 
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Booth papers. 


Booth Michigan Newspapers“pour 
it on” for all advertisers! A com- 
bined circulation of 360,000 copies 
daily delivers practically house- 


> Nothing reserved about 
the way Morton’s uses Booth 
Michigan Newspapers to advertise 
the salt that pours when it rains. 
Morton’s advertising appears on a 
regular schedule in all eight 


by-house 


> J = Blackett 


“Pour It On’ Too! 


coverage in the eight 


major markets of “Michigan’s 


Whatever 
Michigan 
you well. 


Other Half.”* 


you have to sell, Booth 
Newspapers will serve 


For specific information on 


Booth Michigan Markets, cali: 


* 2,602, 


Dan A. Carroll, 110 East 42nd Street, 
New York City, 17 


John E. Lutz, 435 N. Michigan Ave., 


Chicago, ll 
055 Michigan buyers live 


outside the Detroit trading area. 


NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 


JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 
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found in mail order houses, 98%, 
followed by wholesalers, 62.5%; 
publishers, 62.1%, and advertising 
firms, 53.3%. The lowest propor- 
tion was in beverages, 7.1%, fol- 
lowed by retailers, 7.9%; rubber 
manufacturers, 8.3%; communica- 
tions, 10.8%, and transportation, 
11%. 

The three largest classifications 
in point of total expenditure, auto- 
motive, food and petroleum, each 
with slightly more than $10 mil- 
lion—spent, respectively, 15.5%, 
12.1% and 16.9% in direct adver- 
tising. 

Big Help to Salesmen 


Among 49 ways in which direct 
mail is used, “paving the way for 
salesmen” was found to rank first, 
being used by 60.4% of those who 
replied. Then came “following in- 
quiries received from direct mail 
or other advertising,” by 54.8%, 
and “announcing a new product,” 
by 53.2%. Other uses cited by 
more than 40% of the repliers 
were: Securing inquiries for sales- 
men, keeping contact between 
sales calls, securing direct orders, 
winning back inactive customes, 
creating need or demand for prod- 
uct, building good will, and cor- 
recting present mailing lists. 

Of 555 organizations which re- 
plied to the question, it was found 
that the percentage of gross sales 
“normally appropriated to adver- 
tising” was 7.26. Of four methods 
used in fixing advertising budgets, 
“a definite estimated amount to 
accomplish a given end” led with 
57.1% of 810 organizations report- 
ing; followed by “a fixed percent- 
age of estimated sales for the com- 
ing year,” 22.1%; “a fixed per- 
centage of actual sales for the 
past year (or years), 8.6%, and 
“a definite amount established to 
meet the efforts of competitors,” 
2.6%. “Others”—a combination of 
two or more of these methods— 
amounted to 9.6%. 


When Budget Is Fixed 


December, with 20.6%, led as 
the month in which the budget is 
fixed, followed by November, 
14.3%; October, 12.7%, and Jan- 
uary, 12.1%. Nearly nine-tenths 
of all budgets were found to be on 
an annual basis. 

Before planning direct advertis- 
ing, most organizations (57.2% of 
those who replied) engage in mar- 
ket research. Mail was found to 
be more “economical” but less 
“reliable” than personal contact. 

Most of those who replied found 
that “middle executives” provide 
the highest percentage (57.6) of 
returns. These were followed by 
“top executives,” 17.7%; “average 
workers,” 15.5%, and “the masses,” 
9.2%. Among combinations of 
groups, top and middle executives 
together were found to be most 
responsive. 


Most Plan Ahead 


Most direct advertising, it was 
shown, is planned either for a 
“complete period” or for such a 
period “with changes.” Only about 
27% of the companies said that 
their direct advertising was 
planned “spasmodically as_ the 
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- Month 
Method of Budget . ne BLS $ 
Ps a 

Fixing No. eo January | 93 | 12.1 
February | 15 1.9 
Annually 674 oy March 2T 3.5 
Winter & Summer 27 April 19 2.5 
Spring & Fall 16 2. May 22 2.8 
Quarterly 13 1.7%, June 45 5.9 
Monthly 15 1.9% |, July 28 3.6 
Varies 26 3.4%] ° August 23 3.0 
771 100.0% ° September} 35 4S 
October 98 12.7 
November | 110 i 

December | 1 20. 

Saen...20... 


WHEN BUDGETS ARE FIXED—These charts show how often and when 771 

respondents to the Direct Mail Advertising Association questionnaire fix their 

advertising budgets. Almost nine out of ten, as indicated at left, set budgets 

annually, with the time of year shown in the table at right. Others set semi- 
annual, quarterly or monthly budgets. 


need arises.” 

Three-fourths of 676 organiza- 
tions said that they use reprints of 
space advertising for direct mail 
advertising. Of these, only 42.46% 
“take the trouble to dress them 
up.” 

A total of 698 organizations had 
a total of 78,666,098 names on their 


mailing lists. The largest num- 


ber, nearly 24 million, was in the 
publishing classification. The next 
largest, more than six million, was 
mail order. 

Three-fourths of 790 who re- 
plied to this question said that 
they maintain their mailing lists 
in their own offices; 4.7% maintain 
them outside of office, and 3.4% 
purchase or rent such lists as 


needed. About 17% use different 
combinations of these three meth- 
ods. ; 


Customers Get Most Mail 


One-fifth of respondents said 
that present customers received 
the highest percentage of their 
mailings, with new customers next, 
and then inactive accounts. 
Slightly more than half, 50.3%, 
said that their own advertising de- 
partment “actually plans” their 
direct advertising. Only 2.2% said 
that it is planned by their agency. 
However, 96.3% replied that their 
own organization does some part 
of it, and 38.6% that their agency 
has some part in it. 

On the other hand, slightly more 
than half (50.8%) noted that their 
direct advertising is created by 
their advertising agency; 25.7% by 
a creative printer or producer, and 
7% by direct advertising special- 
ists, with the remainder divided 
among different combinations of 
the three. Most companies, 54.5%, 
replied that their mailing work 
was handled “within the walls of 
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their firms.” 

The average net worth of each 
new customer was found to range 
from $77,707 in “manufacturing” 
and $31,595 in industrial products 


EXPORT TRADE 
and SHIPPER 


is the best medium through 
which to reach export man- 
agers, export shippers and 
other foreign trade executives 
in the United States. 


This magazine is the only 
member of the 
AUDIT BUREAU 
OF CIRCULATIONS 


which is edited exclusively 
for these export executives 
of American manufacturers. 


EXPORT TRADE and Shipper 
20 Vesey Street, New York 


“2 


WRITE FOR YOUR COPY TODAY 
Ask for Catalog A-3 


TOP-FLIGHT EXECUTIVES 
REQUESTED THIS CATALOG 


... it’s New 
... it’s Unique 
...if’s Designed 


to help create better 
catalogs, price lists, 
portfolios or manuals 


Here is what some of them say: 


“...We find it very informative as 
well as beautifully prepared.” 


“... It is a splendid job! We will call 
on you when we need further 
service.” 


“...We found this catalog very in- 
teresting and can assure you 
that in our plans for new catalog 
we will give your line every con- 
sideration.” 


This Catalog is a MUST for the reference files of Sales and Advertising 


Managers, Advertising Agencies and all business executives interested in 


improving the efficiency, quality and appearance of their catalogs, price 


lists, sales portfolios and manuals. Please write on your business letterhead. 


NATIONAL BLANK BOOK COMPANY 


HOLYOKE, MASSACHUSETTS 


” NEW YORK—100 AVENUE OF THE AMERICAS 
" CHICAGO—209 S. JEFFERSON STREET 


@® BOSTON—45 FRANKLIN STREET 


® SAN FRANCISCO—747 RIALTO BUILDING 
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Method| No. | % 
(a) 70 | 5.6% 
(b) 179 |22.1% 
ts 462 157.1% 
a aie 
Others 78 i 
Total 810 100.04 


*. 


ethods No. 4b 
a) and (bd) 18 2.2% 
a) and (c) 9 1.1% 
a) and (4) : 0.1% 
(b) and (c) 30 3.7% 
b) and (a) 1 0.1% 
c) and (4a) 8 1.0% 
a) ,(b) ,(c) 1 0.1% 
fb} she} sta} 3 0.44 
(a), (bd) ,(c),(a) | 5 0.6% 
Varies 2 0.3% 
78 9.6% 


HOW BUDGETS ARE FIXED—810 companies advised the Direct Mail Advertis- 
ing Association how their budgets are fixed, with the results shown above. 
Method A is a fixed percentage of actual sales for the past year, or years; 
Method B is a fixed percentage of estimated sales for the coming year; Method 


C is a definite estimated amount to accomplish a given end; Method D is a 
definite amount established to meet the efforts of competitors. 


to $12.91 in agriculture. 

The “best” (or heaviest) mail- 
ing months were reported to be 
September, followed by October, 
January, March and April. The 
“best season for product sales,” 
(used by 34.9%) was the principal 
method employed for forecasting 
mailing dates. Business trend | 
charts and the company’s own| 
records followed. There were, | 
however, various other methods, | 


‘including testing and 


research, 
“business publications” and 
weather conditions. 

Among the 49 ways to use di- 
rect advertising, the average num- 
ber of uses by industry and type 
of organizations ranged from eight 
by communications concerns and 
schools and clubs to 22 by cos- 
metic houses. 

The ‘biggest problems in direct 
advertising work” were said to be 


and getting good mailing lists. 
| Principal ‘production worries” are 
| getting printing on time and the 
paper shortage. 

| Far ahead in the list of “best 
;sources of advertising ideas,” 
| eee by 231 of 544 respondents is 
| “reading trade papers.” Then 
‘'eome “studying advertising of 
competitors or contemporaries,” 
| 139; contacting customers, 132, and 
/asking salesmen or studying their 
| reports, 98. 


| Reaper mailing lists up to date 


Adler Appoints Agency 

Adler & Adler, New York, man- 
ufacturer of Habitmaker dresses, 
has appointed Ted Sweetser, Byrne 
& Harrington, New York, to 
handle national advertising in 
fashion magazines. 


Finneburgh Promoted 


Morris L. Finneburgh, field pro- 
motion manager of the fountain- 
cabinet division of Liquid Car- 
bonic Corporation, Chicago, has 
been appointed manager of the 
division’s Northwest region. 


ANNOUNCEMENT 


effective Nov. 4, 1946 


THE NEWARK STAR-LEDGER 


will become an 


ALL-DAY NEWSPAPER 


ASSOCIATED PRESS 


@ 1940 Star-Ledger Circulation 
@ 1946 Star-Ledger Circulation 


The great NEWARK MARKET 


lith largest A.B.C. City in America 


LIKES the STAR-LEDGER 


here is the proof.... . 


Daily 
100,138 
136,000 


Now with the addition of three afternoon editions 
which will carry a new comic section in color— 
the minimum daily circulation expected by Jan. 1, 
1947 is 175,000. 


THE NEWARK STAR-LEDGER is an interesting and vigorous newspaper 
giving the people of Newark COMPLETE LOCAL—NATIONAL and INTER- 
NATIONAL NEWS by the full leased wires of ALL the great news services: 


UNITED PRESS 


INS 
CHICAGO DAILY NEWS FOREIGN SERVICE 


THE NEWARK STAR-LEDGER 


Represented Nationally by PAUL BLOCK AND ASSOCIATES 


Sunday 
60,664 


165,000 


A.P. WIREPHOTO 
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** Consumer 


answered any particular question. 


; Total + Total Adv. Total DA | % for DA 
Classification Response Expenditure} Expenditure} 1940] 19 

1, Advertising 27 | $ 1,756,800.00 | $ 933,050 | 75.2] 53.3 
2. Agriculture ko 2,091,250.00 415 AAD 
3. Automotive 16 | 10,057,000.00 | 1,554,500 15.5 
4, Beverage 4 5 , 300 ,000.00 375,000 20.3 ym 
5. Broadcasting 7 300 ,800 00 56,850 18.9 
6, Building Materials 20 2,006 ,000.00 682,450 | 75.0] 34.0 
7. Business Machines 1 1,911,000.00 677,445 | 73.3 | 35.5 
8, Chemical 37 4 ,209 500.00 1,156,710 40.0 | 27.5 
9. Communications 3 1,185 ,000.00 128 ,500 10.8 
10. Cosmetics 9 910 ,000.00 100 ,600 12.4 
11, Electrical Equip. (Ind)* 25 1,845 ,000.00 874, 330 49.3 
12, Electrical Equip. (Con) *#* 21 3,145 ,200.00 557 ,030 i7.7 
13. Farm Machinery 15 2,661,062.00 008 , 65.0 | 37.9 
14, Financial 16 817,064.00 133,597 | 57.8] 16.4 
15. Food 24 | 11,249,300.00 | 1,359, 46.6 | 12.1 
16, Heating-Air Condition 15 1,557, 383.00 483, 38.0 
17. Hotel 7 221,000.00 47,725 | 25.0] 23.5 
18, Industrial Products 36 3,158,200.00 | 1,137,242 | 45.1] 40.7 
19. Insurance 41 3,930,900.00 | 1,890,763 | 55.0] 49.9 
PO. Machinery 18 2,949 ,000.00 564 ,050 27.5 
21. Machine Tools 17 1,797 ,000.00 620 , 460 34.5 
. Mail Order 2k 6,553,082.00 | 5,955,722 | 92.2 | 98.0 
3. Manufacturing 65 6,844 500.00 | 1,739,885 27.2 
4, Miscellaneous 34 1,511,200.00 i 48.5 | 42.9 
5. Packaging 7 329 ,500.00 x 34.0 
. Paint Manufacturers 9 1,224 ,500.00 4k 145 40.4 

. Petroleum and Products 9 | 10,990,887.33 | 1,854,290 | 10.0 | 16.9 
8, Pharmaceutical 39 7,719,500.00 | 2,489,27 78.0 | 32.3 
9. Plastics 6 537,430.00 53, 14.7 
. Printing 17 279,150.00 135,630 {90.0 | 48.6 
31. Publishers 81 7,113,576.00 | 4,343,682 | 69.2 | 62.1 
32. Retail 37 9,965 ,650.00 179,995 137.0 | 7.9 
33. Rubber 9 8,090 ,000.00 674,000 [40.0 | 8.3 
34. Schools & Clubs 15 873,250.00 422,907 48.4 
35. Social Services 15 913,690.00 162,150 17.8 
36. Steel & Steel Prods. 25 3,730,994.00 683,281 {40.0 | 21.5 
37. Textiles 25 1,026 ,000.00 348,625 | 65.0 | 34.0 
33. Transportation 6 1,496 ,500.00 164,275 | 26.6 | 11.0 
39, Utilities 5 1,072,100.00 184,771 17.2 
0. Wholesalers os i182} 1500.00 1,183,0 62.5 

Total $133, 376,575.33 |$38,023, 
* Industrial 


*** Total number of questionnaires in classification; not 


rily the number who 


HOW BUDGET IS DIVIDED—This table developed by the Direct Mail Adver- 

tising Association shows how 876 respondents to its questionnaire split their 

advertising appropriations, by class of business. The two right-hand columns, 

showing "DA" expenditure and 5 norgpe. refer to “direct advertising” or 
direct mail. 


Sales Unit Formed 
for ‘Saturday Home’ 


J. D. Gortatowsky, general man- 
ager of Hearst Newspapers, Inc., 
has announced the appointment of 
J. L. Tunstead as head of Satur- 
day Home Publications, a new 
organization created for exclusive 
advertising representation of Sat- 
urday Home Magazine and Satur- 
day Home Comic, weekend pub- 
lications distributed with the New 
York Journal-American and Chi- 
cago Herald-American. 

Offices of the organization have 
been established at 959 Eighth 


Ave., New York, and 326 W. 
Madison St., Chicago. 


Package Group Elects 
George W. von Hofe, president 
of the New Jersey Machine Cor- 
poration, Hoboken, has been 
elected president of the Packaging 
Machinery Manufacturers Insti- 
tute. Other officers elected include 
Boyd H. Redner, general manager 
of the Battle Creek Bread Wrap- 
ping Machine Company, Battle 
Creek, Mich., and Oscar W. Wik- 
strom, president of United States 
Automatic Box Machinery Com- 
pany, Boston, vice-presidents. 


Delivered Six Days 
a Week to 97.8” of 
All Fort Wayne Homes 


REACHES 14816 MORE HOMES EVERY 
WEEKDAY THAN ANY OTHER NEWSPAPER 
PUBLISHED IN NORTHEASTERN INDIAN 


: Che News-Sentinel 


Fort Wayne's “Goud Evening” Newse z 
FORT WAYNE, INDIANA 


REPRESENTATIVES: ALLEN-KLAPP CO. « 


Three Great News Services — UP — AP — INS —First i 
News —First in Readership—First in Advertising 
Covers Indiana’s 2nd Largest Retail Sales Marke 


NEW YORK—CHICAGO—DETROIT 
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UnionizedSalesmen 
Likely If Bosses 
Don't Reconvert 


Management Must 
Meet Changed Times, 
Olson Tells Sales Execs 


NEw YorkK—Prospects of ex- 
panding salesmen’s unions were 
held up to the New York Sales 
Executives Club Oct. 8 by James 
C. Olson, partner of Booz, Allen & 
Hamilton, management counsel. 

Salesmen’s unions are a fact, 
and are rapidly growing, Mr. Ol- 
son told the group, and described 
their spread as most rapid in the 
industries most strongly union- 
ized (e.g., distilling), and among 
salesmen who are selling to 
strongly-unionized groups. 

“Some of you will say,’ Mr. 
Olson forecast, “that this ‘Can’t 
happen to me!’ It can.” Manage- 
ment normally feels secure against 
the unionization of salesmen, he 
said, because sales forces are dis- 
persed, because they are repre- 
sentatives of the management, be- 
cause they are individualistic, and 
because they are well-paid. 


Not Real Barriers 


Of these consolations, only the 
fact that salesmen are well paid, 
Mr. Olson believes, is any real 
barrier to organization. The Na- 
tional Labor Relations Board has 
permitted the organization of 
salesmen voting sales district by 
sales district, so that dispersal is 
not a factor; although they are 
representative of management 
and are individuals, they are ac- 
quainted with the union view- 
point, they have worked with 
union men, and they see unions 
are getting economic gains for 
their members. | 

A typical union contract, read 
by Mr. Olson to the group, brought 
reactions ranging from outrage to 
incredulous chuckles from the 
audience. The contract guaran- 
teed the union’s right as sole bar- 
gaining agent for the salesmen, 
prohibited the company from hir- 
ing a salesman who is not a union 
member (and in good standing), 
set a minimum wage, provided for 
check-off payment of union dues, 
and detailed a lengthy severance 
arrangement providing for arbi- 
tration in the event the union and 
the management could not agree 
in cases involving dismissal of 
salesmen. 


New Factors in Picture 


Mr. Olson told the sales execs | 
that the age of personal sales) 
management is largely gone, and, 
that each company’s management | 
must reevaluate its sales practices 
remembering these factors: (1) 
desire for reduced selling cost, (2) 
changes in business, and (3) dis- 
tortion in salesmen’s income. Of 
the third factor, Mr. Olson cited 
two examples, one of a cosmetic 
company whose salesmen had 
earned $15-$25,000 prewar, but 
during the war their earnings | 
jumped to $25 to $40,000, exceed- | 
ing sales management and the | 
president; a textile company, on) 
the other hand, called in its sales- | 
men as government work occupied | 
its capacity, has since had diffi- | 
culty with raw materials and re- | 
conversion and its salesmen are | 
earning substantially less than be- | 
fore the war. 

Mr. Olson warned that it was | 
desire for reduced unit manufac-| 
turing cost which led to time) 
study, work analysis and simpli- | 
fied production methods, all of| 
them effective but eventually all | 
anathema to unions, which cen-| 
tered their opposition on them. | 
Mr. Olson indicated that increased | 


effort to reduce selling cost may 
stimulate the growth of salesmen’s 
unions in much the same manner. 

In evaluating a new compensa- 
tion plan, Mr. Olson advised, a 
company should consider the com- 
bination of base compensation, in- 
centive compensation, expense ac- 
count and plus factors. The basic 
criteria, he said, are (1) will it 
stimulate salesmen; (2) will it be 
fair in income, territory by terri- 
tory; (3) is it fair to individual 
salesmen; and (4) can the com- 
pany afford it, in view of likely 
pressure for reduced distribution 
costs. 


Issues New Trade Map 


Hagstrom Company, New York, 
has published a new map called 
“Industrial Trading Area Map of 
the United States,” which presents 
in graphic form an analysis and 
evaluation of industrial markets, 
based on surveys of local trading 
and buying practices. Prices range 
from $12.50 for the paper model 
to $31.50 for the mounted style 
on spring roller with metal case. 
A supplement is included with 


ae 
; 


each map, containing industrial 
trading area statistics and popula- 
tion index. 


Taylor Leaves ‘Sun’ 


Frank W. Taylor, who has been 
connected with the Chicago Sun 
since its founding in 1941, has re- 
tired as assistant publisher. Be- 
fore joining Marshall Field and 
Silliman Evans in the establish- 
ment of the paper, he was, for 
many years, managing editor of 
the St. Louis Star-Times. 


Owen Names Graceman 


Ed Graceman, formerly sales 
promotion manager of the direct 
advertising division of R. H. Macy 
& Co., New York, has been ap- 
pointed executive vice-president 
of Edward Owen & Co., Hartford. 


Sets Up Sales Units 


The domestic sales organization 
of Pan American World Airways 
has been divided into three terri- 
tories. The eastern region office 
will be headed by H. F. Milley, 
New York; midwestern, Juan 
7 Jr., Chicago, and western, 

. W. Peterson, Los Angeles. 


Nylon Dip Goes 
National: Series 


Promotes All Uses 


(Continued from Page 1) 


theme, “Take a tip—Use Nylon 
Dip for all fine fabrics.” A sample 
headline advises, “Nicer things 
stay lovelier longer.” 

A series of 196-line advertise- 
ments in The American Weekly 
and in major city newspapers 
throughout the country will carry 
this theme to the national market. 
Three-color broadsides are being 
used to tell the campaign story to 
the trade. 

Frank Oxarart Company, Los 
Angeles, is handling the adver- 
tising, merchandising and public 
relations. 


WWNR ames Metiilive 


Station WWNR, new 250-watt 
Mutual affiliate in Beckley, W. Va., 
has appointed Joseph Hershey 
McGillvra as national representa- 
tive. 
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Manchester Changes 


Don Manchester, formerly an 
account executive with Foote, 
Cone & Belding, has joined Dan- 
cer - Fitzgerald - Sample, Chicago, 
as account executive on Oxydol. 


Casco Names Friedman 


Harry H. Friedman has been ap- 
pointed assistant advertising man- 
ager of Casco Products Corpora- 
tion, Bridgeport, Conn. 


BIGGER AND BETTER! 


@ Our new location, with triple the floor 
space, greatly improves the facilities for 
our highly specialized clipping service. 
Manufacturers, agencies, associations and 
publishers are using this service to collect 
editorial publicity, to make research and 
market studies, to maintain competitive 
advertising files and to develop saks, 
prospects. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS MAGAZINES 


PAPERS. 
314 So. Federal St., Chicago 4 


DETROIT 


’ wmouT# 


e 


) upsoN L Y 


IS HITTING 
ON ALL 
CYLINDERS 


Despite nationwide strikes and 


material shortages, more than one million cars and trucks were 


produced the first six months of 1946—and consistently increasing 


production indicates it will be doubled in the second half of the year. 


Yes, Detroit's production lines are rolling, but even Detroit’s fabulous 


production capacities cannot possibly supply the terrific demand for shiny. 


new cars for many years! That means steady employment for the more 


than one million workers in the Detroit market today, whose pay-checks 


average 55 million dollars weekly. And that stamps Detroit as a great 


market for your product this year, mext year, and for a long time to come! 


The DETROIT NEWS covers the entire DETROIT MARKET! 


With its 404,129 A.B.C. average weekday circulation 


—highest ever reached by any Michigan newspaper — 


The News alone can sell your product in the 


Detroit market, adequately and economically. 
Proof of its selling power is in the simple fact that 
The News carries nearly as much total advertising 
lineage as both other papers combined! 


OWNER AND OPERATOR OF RADIO STATIONS WWJ AND 


WENA 


DAN A CARROLL, 110 E 42nd St., New York 17 


J.E LUTZ, Tribune Tower, Chicago 11 
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Inland Newspaper 
Publishers Jolted 
by Crosman Atfack 


Journalism Prof 
Stirs Up Animals 
at Meeting 


CuHICAGO—As severe a lashing as 
newspapers have probably ever re- 
ceived was administered, “in a 
spirit of friendly criticism,” Tues- 
day, to startled members of the 
Inland Daily Press Association, 
here for their annual meeting at 
the Congress Hotel. 

Prof. Ralph H. Crosman, direc- 
tor, college of journalism, Univer- 
sity of Colorado, jolted some 300 
publishers and editors by charg- 
ing that: 

—Newspapers “have become 
more a part of business than an 
arm of government, or instrument 
of the people, as originally in- 
tended” when newspapers were 
made free of “prior restraints” un- 
der the Constitution. 

—“‘Publishers have _ forgotten 
their principal function in their 
preoccupation with the business 
aspects of their enterprises.” 

—By accepting large good-will 
advertising accounts from public 
utilities, publishers “give the im- 
pression, at least,’ that they are 
more favorable to the utilities than 
to the interests of the people. 


Attacks ‘Sacred Cows’ 


—Newspapers often mislead the 
people by selection, emphasis and 
distortion of headlines, by print- 
ing only the surface of events, by 
allowing political prejudices to in- 
fluence and color news columns 
and by protecting “sacred cows.” 

These and other criticisms— 
many directed at specific newspa- 
pers—brought sharp rejoinders 
from the floor. R. R. O’Brien, pub- 
lisher of the Nonpareil, Council 
Bluffs, Ia., asserted that, because 
one of his sons had adopted leftist 
ideas at the University of Colo- 
rado, he would not permit his 
younger son to attend the univer- 
sity, primarily because of Prof. 
Crosman. 

Others criticised Prof. Crosman 
for allegedly leaning too heavily 
on labor and so-called leftist pub- 
lications for his evidence. They 
denied that newspapers deserve 
such criticism or that readers are 
dissatisfied with their newspapers. 
The speaker replied by urging that 
the publishers spend $9,000 for a 
Roper survey to determine pre- 
cisely what the public attitude 
toward their papers is. 


Allen Answers Crosman 


Final rebuttal to Prof. Crosman 
was made at a luncheon session 
Tuesday by Charles L. Allen, as- 
sistant dean and director of re- 
search, Medill school of journal- 
ism, Northwestern University. 

In discussing a new survey he 
had made, titled “South Carolina 
Leaders’ Poll of Public Opinion,” 
Mr. Allen said he believed Prof. 
Crosman did not believe nine- 
tenths of the criticism he had 
voiced. For himself, Mr. Allen as- 
serted that publishers should not 
print “everything that this or that 
candidate says, but should print 
what he thinks to be the truth.” A 
newspaper, he observed, “has a 
public trust beyond printing the 
stuff on both sides.” He added that 
he believes newspapers should, as 
a consequence, support “sacred 
cows.” 


Most Like Their Papers 


Mr. Allen’s 32-page report cov- | 


ered the attitudes of approximately 
1,000 student ‘campus leaders,” 
merchants, farmers, business ex- 


HEAD INLAND DAILY PRESS—New officers of the Inland Daily Press Associa- 

tion, talking things over at the annual meeting in Chicago, are, left to right: 

Fred A. Seaton, Tribune, Hastings, Neb., chairman of the board and outgoing 

president; Franklin D. Schurz, South Bend Tribune, president; Joe M. Bunting, 

Pantagraph, Bloomington, Ill., vice-president, and M. M. Oppegard, Herald, 
Grand Forks, N. D., secretary of the board. 


ecutives and other “outstanding” 
South Carolinians toward news- 
papers in their area. 

The survey revealed that about 
two-thirds call the local papers ex- 
cellent, good or fair; four-fifths 
rate metropolitan papers from ex- 
cellent to fair; 61% believe papers 
“should permit columnists to ex- 
press any opinions they wish.” 
Only about 12% think their pa- 
pers are seldom or never fair in 
news reporting. 

According to the study 74.3% 
consider newspapers more reliable 
than radio as an_ information 
source. Multiple choice answers 
to a question on the “most useful” 
kinds of advertising gave news- 
papers a 71.3% rating; radio, 
44.5%; magazines, 32.6%; direct 
mail, 28.6%; billboards, 11.6%; 
theater screen, 11%; circulars, 
5.9%; car cards, 1.7%, and “other,” 
3.3%. 

Most distasteful advertising rat- 
ings were: Circulars, 49%; theater 
screen, 34.6%; billboards, 28.7%; 
car cards, 28%; radio, 18.1%; di- 
rect mail, 2.1%; magazines, 2%; 
newspapers, 1.6%, and other, 2.2%. 


Cancell, Williams Talk 


The publishers earlier heard pes- 
simistic analyses of current and 
future newsprint problems from 
Benton R. Cancell, vice-president, 
Power River Company, Vancouver, 
B. C., and Cranston Williams, gen- 
eral manager, American Newspa- 
per Publishers Association. 

Mr. Cancell, who was wartime 
director of the WPB forest prod- 
ucts bureau, predicted that noth- 
ing less than a business depres- 
sion could ease the newsprint 
shortage in the next year or two. 
The cost of building new mills, he 
said, is prohibitive; now double 
the prewar cost. 

Additions to existing mills, he 
indicated, could at best add only 
250,000 tons annual capacity to 
Canadian mills. Production in 
1947, available for U. S. papers 
from all sources, will exceed this 
year’s 4,253,000 tons by no more 
than 100,000 tons, he said. 

Mr. Williams’ discussion of the 
recent $10 newsprint price boost 
granted by OPA—and _ already 
made effective by several large 
mills—was off the record. 

Franklin D. Schurz, business 
manager, South Bend Tribune, 
was elected president of Inland, 
succeeding Fred A. Seaton, pub- 
lisher, Tribune, Hastings, Neb., 
who was named chairman of the 
board of directors for 1947. Joe M. 
Bunting, general manager, Panta- 
graph, Bloomington, Ill., was 
elected vice-president and William 
F. Canfield was reelected secre- 
tary-treasurer. 


Armando Names Three 
Armando Advertising Ltd., New 
York, in reorganizing the agency 
from Armando & Stansbury Ltd., 
has named W. G. Holloway Jr., 
assistant to the president; Winfield 
| Johnson, account executive, and 


| Harry Weiss, space buyer. 


‘Factory to You,’ 
‘One Cent’ Sales 
Assailed by FTC 


WASHINGTON—FTC Tuesday ac- 
cused United-Rexall Drug Com- 
pany, Boston, and its retailer sub- 
sidiaries of misrepresenting the 
extent of price reductions during 
“one cent” and “factory to you” 
sales by listing as “regular prices” 
amounts “substantially higher” 
than the usual selling price. 

The special sales are promoted 
at various times during the year, 
FTC explained, with United- 
Rexall providing newspaper mats 
and other promotional material to 
its retaiiers—Liggett Drug Com- 
pany, Boston, Owl Drug Company, 
San Francisco, and independently 
owned stores operating under 
Rexall franchises. 

Though “factory to you” sales 
represent that the consumer buys 
at the factory price without addi- 
tion of a retailer’s profit, “actually 
there is a markup by retail stores 
which adds a profit for them,” 
FTC said. 


Compare ‘Regular,’ Sale Prices 


During such sales, FTC as- 
serted, it is represented that prices 
are substantially lower than regu- 
lar or usual prices. Advertising 
compares so-called regular prices 
with sales prices. 

“In the cases of many stores, 
the prices represented to be regu- 
lar are higher than the usual sell- 
ing prices, and the public is 
thereby led to believe that the re- 
duction in price during the sales 
is greater than is actually true,” 
the complaint charged. 

Similarly, FTC said prices ad- 
vertised as “regular” during “one 
cent sales’ are higher than prices 
usually charged, “so the price for 
two units is actually more than 
the regular price of one unit plus 
one cent.” 


Crosby Cops 
24 Hooperating 


New YorK—Bing Crosby’s 
widely watched debut for Philco 
via transcription (AA, Oct. 14) 
copped an initial Hooperating of 
24, plopping it right up among the 
leaders. 

Hooper’s latest ratings for early 
October broadcasts give Fred Allen 
25.6, Fibber McGee and Molly 24.9, 
and Bob Hope 24.7. Crosby’s stint 
for Kraft Music Hall last April 1 
got a 23.2. 

The Hooper “share of ‘audience” 
on Bing’s opener was 60.5 and the 
sets-in-use count was 39.6. 

Henry Morgan, in his debut for 
Eversharp in the ABC half-hour 
following Crosby, drew a 11.1 
Hooperating, a 40.3 share-of-audi- 
ence and 27.6 sets-in-use score, a 
considerable gain over his sustain- 
ing stanzas, around 2.6 in mid- 
September. 


3,000 Radio Men 
Gather for 24th 
NAB Conference 


Plenty of Problems 
to Demand Attention 
of the Industry 


Cuicaco—The National Associa- 
tion of Broadcasters, more than 
1,000 members strong for the first 
time in its 24-year history, will 
open what promises to be its big- 
gest and most newsworthy con- 
vention today (Oct. 21) at the 
Palmer House here. 

More than 3,000 delegates, rep- 
resenting every segment of radio 
and allied industries, face a four- 
day round of sessions in which 
such subjects as a proposed new 
NAB code of practices, the FCC 
“Blue Book,” frequency modula- 
tion, the Broadcast Measurement 
Bureau and small station prob- 
lems will get a thorough going 
over. 

Last week NAB released, for 
publication today, its 24th annual 
report, pointing out many activi- 
ties undertaken in the past “year 
of encouraging growth” and de- 
claring that reorganization of vir- 
tually all departments during the 
year has provided it with “an in- 
dustry team thoroughly capable 
of carrying the ball on virtually 
any play” the membership “may 
need to call.” 


Membership at New High 


Membership, the report dis- 
closes, has reached an all-time 
high of 1,079 including 833 AM 
stations, 35 FM, 2 television sta- 
tions, 3 networks (ABC is the 
holdout), and 206 associate mem- 
bers. 

NAB is lightest on non-network 
affiliates, having only 192, or 
36.9% of them, whereas 641 net- 
work outlets, representing 78.1% 
of the total, are members. 

The report also divulges that 
following up a plan to make the 
NAB “Manual of Radio Advertis- 
ing” a “continuing study for radio 
sales people,’ studies are now 
being made on radio use by bakers, 
hardware stores, jewelers, and 
laundries. One has already been 
issued dealing with successful use 
of radio by breweries. 

Plans are under way for work- 
ing with the Association of Women 
Directors ‘fon the commercial as- 
pects of women’s programs, so 
that the retail department’s serv- 
ice will reach one of the most 
important groups of talent used 
by retailers.” The retail and re- 
search departments are jointly 
preparing to revive “The Broad- 
cast Advertising Record” as a 


/media record for radio advertising. 


“Both the small markets com- 
mittee and the sales managers ex- 
ecutive committee have asked 
that some data similar to that pub- 
lished in The Broadcast Adver- 
tising Record be developed and 
published periodically. .. To this 
end, the research department is 
considering the _ possibility of 
studying the program logs of a 
sample of stations,’ the report 
says. A pilot study on a 100-sta- 
tion sample is under way. 

The recently published NAB 
“radio audience measurement” 
booklet may be followed by a 
“critique of the methods and 
agencies now most popular or 
widely used,” but “several con- 
siderations have delayed the is- 
suance of these statements, among 
them certain legal items not yet 
straightened out,” the NAB said. 


Spitz & Webb Moves 


Spitz & Webb Advertising has 
moved to larger offices at 206 E. 
Genesee St., Syracuse 2. 
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MIGHTY 


DOUBLE FEATURE—Here are twins, 
Veda and Vesta Ryker, who are being 
used in exploiting International Pic- 
tures’ "The Dark Mirror.’ The picture's 
theme deals with identical twins, so IP 
is using the twins as press agents to 
exploit it. Advertising is placed by 
Monroe Advertising. 


Meat Institute 
Ad Explains Why 
Prices Are Rising 


CuIcaco—The American Meat 
Institute in “public relations” copy 
is running a 750-line advertise- 
ment on “The Price of Meat” in 
450 newspapers throughout the 
U3; 

The ad asserts that the price 
will rise as long as “there is little 
meat and everybody wants it,” 
but that more meat “is coming in 
the months ahead, and as sup- 
plies increase and approach the 
demand, the price is bound to level 
On.” 

It urges readers not to insist 
on better “kinds and cuts” and to 
shop around for the best buys in 
meats. 

The ad ran Friday in most of 
the papers and will run Oct. 21 
in the others. Newspapers in cities 
of 25,000 and more are being used. 
Similar ads will be used later 
“depending on price develop- 
ments.” 

Leo Burnett Company here is 
the agency. 


Fitz-Gibbon Calls 
Institutional Ads 
‘Screwbally’ Idea 


(Continued from Page 1) 
cause of institutional advertising, 
but because of its low markup. 

She scored in turn the “veddy 
veddy type of institutional adver- 
tising,” the high fashion institu- 
tional advertising, the institutional 
advertising that is all picture with- 
out any copy. She agreed with 
Mr. Hoving on one point—that of 
putting all advertising monies 
into one central pot, with the 
buyer having the most interesting 
item getting the advertising. 

“When this sellers’ market,” she 
concluded, ‘becomes a_ buyers’ 
market (and I think that may 
come in the latter part of next 
semester), the store that is re- 
membered as a place where you 
can get good things at reasonable 
prices will be the store that will 
flourish.” 


‘Druggist’ Boosts Rates 


American Druggist, New York, 
with a circulation of more than 
60,000, has increased its advertis- 
ing rates, effective with the No- 
vember issue. Advertisers using 
space in 1946 up to and including 
the November issue will be pro- 
tected at present rates through 
April, 1947. The black-and-white 
page rate has been increased from 
$532 to $600; four-color page from 
$700 to $850, and back cover, four- 
color rate from $850 to $1,000. 
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6 GAIN AND LOSS PERCENTAGES —52 CITIES 6 
MONTH 
AUGUST 1946 = 1945 Loss GAIN 
CLASSIFICATION men cont 0 10 20 x» 40 50 60 70 
oy a FI | | 
GENERAL ___ 7.6 ee 
AUTOMOTIVE 56.8 | | 
FINANCIAL... | 22,2 | | 
TOTAL DISPLAY... | 26.6 | 
CLASSIFIED... | 40.4 | 
TOTAL ADVERTISING. | 30.0 
DEPARTMENT STORES.| 28.1 | 
ACCUMULATIVE 
NAN. 1-AUG.31, 1946-1945| LOSS GAIN 
CLASSIFICATION men cont 0 10 20 30 40 50 60 70 
I 27.1 | | 
GENERAL ______ — ie). } | 
AUTOMOTIVE... 41.5 | 
FINANCIAL _.... 30.5 , | 
TOTAL DISPLAY... 24.0 , 
CLASSIFIED .....-2.---- 31.5 - | 
TOTAL ADVERTISING .| 25.8 | 
DEPARTMENT STORES |‘ 25.0 . | 


NEWSPAPER LINAGE CLIMBS—Media Records’ measurement of August news- 

paper linage in 52 cities shows the automotive classification 56.8% ahead of its 

mark in August, 1945, with classified second and other classifications also show- 

ing substantial gains. In the Jan. |-Aug. 31 period, the same two classifications 
lead in gains over the same period of last year. 


G-F Reorganizes; 
Most Subsidiaries 
Become Divisions 


New YorK—General Foods Cor- 
poration, in a move to simplify 
corporate structure and to decen- 
tralize operating responsibility, has 
dissolved most of its subsidiary 
corporations. 

They will operate as divisions of 
G-F, headed by general managers 
responsible for manufacturing, 
selling, etc. Each division general 
manager, in turn, will be respon- 
sible to an operating vice-presi- 
dent of the corporation. 

Products previously included in 
the marketing responsibility of the 
General Foods Sales Company will 
be under Vice-President W. M. 
Robbins, who will direct these new 
divisions: Post cereals (all Post 
and Jersey cereals), C. E. Eldridge, 
general manager, with J. D. North 
sales and advertising manager; 
Maxwell House (coffee and teas, 
including decaffeinated coffee), J. 
K. Evans, general manager, and 
R. H. Bennett, sales and adver- 
tising manager; associated prod- 
ducts, R. M. Schmitz, general man- 
ager, with E. L. Johnson sales and 


advertising manager of Gaines di- 
vision, H. M. Chapin, sales and 
advertising manager of Jell-O di- 
vision (Jell-O products, Certo, 
Sure-Jell and Minute products); 
and C. R. Spiller, sales and adver- 
tising manager of Calumet-La- 
France division (Calumet, Log 
Cabin, LaFrance and Satina). 


Becomes Sales Division 


The field sales organization 
heretofore operating as General 


Foods Sales Company will become | 


General Foods sales division of 
G-F. Under supervision of Mr. 
Robbins, it will be headed by 
H. W. Sandberg, general manager, 
whose associates will be G. A. 
Black, central sales manager; C. A. 
Kolb, eastern sales manager; R. H. 
Fulton, western sales manager; 
Joseph E. Zipf, southern sales 
manager, and W. P. Lillard, man- 
ager of special service section. 
Other major operations of the 
corporation heretofore set up as 
decentralized operating units, and 
for which no organization changes 
are announced, are the following: 
Reporting to Vice-President E. T. 
Gibson: Birds Eye-Snider division, 
B. C. Olney, general manager; 
General Seafoods division, J. L. 
Alphen, general manager. 
Reporting to Vice-President C. 
H. Gager: Walter Baker division, 
H. O. Frye, general manager; Igle- 
heart Brothers, Inc., which con- 
tinues as a subsidiary corporation, 


Collins 


Miller and 
Hutchings 


207 NORTH MICHIGAN 
CHICAGO I, ILLINOIS 


AVENUE 


E. J. Heseman, president; Diamond | 
Crystal salt and Colonial salt di- | 
vision, J. J. LeClare, general man- 
ager; Bireley’s division, F. Bireley, 
general manager; Franklin Baker 
division, G. Hampton, general 
manager; Atlantic Gelatin division, 
J. H. Cohen, general manager; 
Northland Dairy division, C. B. 
Mallory, general manager; Elec- 
tricooker division, W. R. Flourney, 
general manager. , 
Reporting -to Vice-President U. 
C. Young: Corn Mill division, J. J. 
Mullen, general manager. 


Bartlett Arkell, 
Beech-Nut Head, 
Dies at 84 


BENNINGTON, VtT.—Bartlett Ar- 
kell, 84, a founder and president 
for 50 years of the Beech-Nut 
Packing Company, Canajoharie, 
N. Y., died Oct. 12 after a two- 
week illness. Mr. Arkell had been 
chairman of the board since 1941, 


when his son, William Clark Ar- 


kell, succeeded him as president. 

In 1886 Mr. Arkell began work 
as an accountant for Arkell & 
Smith’s at Canajoharie, a paper 
bag manufacturing concern owned 
by his father. This company still 
exists, and Mr. Arkell was presi- 
dent and a director. At the time 
of his death, he also had his own 
bag company, the Arkell Safety 
Bag Company. 

In 1887 he left for New York to 
join his brother, William J. Arkell, 
then head of the Arkell News 
Company, publisher of Judge and 
Leslie’s Weekly. During his ten 
years with this company, he be- 
came a partner in the rug import- 
ing firm of Van Gassbeck & Ar- 
kell, and had an interest in Im- 
perial Packing Co., Canajoharie. 

When the packing company 
failed to thrive, Mr. Arkell in 1899 
sold his rug business and with 
$60,000 took active charge. In 
1900 the firm’s name became the 
Beech-Nut Packing Company. He 
conceived the idea of packing 
sliced bacon in glass jars, and also 
adapted a German-invented vac- 


83 


uum-sealed jar to the company’s 
needs. Beginning with ham, 
bacon and lard, the company ex- 
panded its line of products to in- 
clude dried beef, peanut butter, 
coffee, strained and chopped foods, 
soups, candies, and chewing gum. 

Beech-Nut no longer handles 
meats and soups, but now main- 
tains two large plants in Cana- 
joharie, one in Rochester, N. Y., 
one in Brooklyn, and another is 
under construction in San Jose, 
Cal. It has a half interest in 
Beech-Nut Sweets Ltd., an Eng- 
lish company. 


Gill Joins Grant 


Dorothy Gill has joined the 
media department of Grant Ad- 
vertising of Canada, Toronto. 
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BEST DRESSED GIRLS 
ARE COVER GIRLS 


You've got to 


make money 


to spend 
money! 


One thing we know for sure about our 
800,000 Elks — they’re spenders. When an 
Elk buys, he buys the best that he can afford 


—and he can afford the best. 


reason. 


It stands to 


Elks are good, sound, substantial 
business and professional men. 


More than half of them (51.1% to be 
exact ) own their own business. 16.6% of the 
Elks are professional men — doctors, attor- 
neys, dentists, judges. And another 15.3% 
are employed business executives, key men in 


some of America’s largest industries. 


Naturally, they have way above-average 
incomes — and the way they live reflects it. 
A whopping 60.4% of the Elks own their 
own homes. Another 85% own automobiles. 
Elks enjoy their leisure; 56% fish regularly 
and 41% hunt regularly for recreation. 


All these things take money. Elks have 


money. 


Elks spend money. 


If you have something to sell to important 
men with money — The Elks Magazine 
should carry your selling message. 
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Photo by Joseph Breitenbach 


PHILOSOPHER OF THE PICKET LINE 


If there were a Nobel Prize for labor 
peace, the 1947 recipient might easily be 
the corporation practitioner and Harvard 
professor of a new statesmanship of labor 
—Elton Mayo. Among hundreds of candi- 
dates, FORTUNE found in Mayo* the key- 
note spirit of its peace-searching all-labor 
November issue. 

From its unprecedented review of “The 
State of U. S. Labor” to its X-ray of 
1.L.G.W.U. (see Contents), the issue repre- 
sents the most difficult editorial creation 


*See “Elton Mayo’s Fruitful Errors,’”’ p. 181, FORTUNE, November, 1946. 


in FORTUNE’s history. FORTUNE believes it 
has achieved its goal of bringing cool light 
(not a solution) to America’s most baleful 
and inescapable domestic problem. 


There are adventurous men in labor and 
management alike who want to build, not 
bicker. For them, FORTUNE alone reports 
the tensions and causes, the triumphs and 
effects—as men and money, propelled by 
ideas, drive toward an industrial Civiliza- 
tion wherein money and men 
can live in creative harmony. 


Se 


o. 9 in the “Man of Adventure” series 


Contents of FORTUNE for November 


..an over-all survey of the state of U. S. labor 


.-laborless machines that can make factories fully 
automatic 


.-30 years of labor peace at Standard Oil of 
New Jersey 


.. Unionism in Hollywood 


.. labor-law reforms that could stop day-to-day abuses 
...the Steelworkers’ Union, largest in the U. S. 
...the International Ladies’ Garment Workers’ Union 
...Elton Mayo, leading labor philosopher 

...the C. |. O. and A. F. of L. organizing drives 


... profiles of 10 rising labor leaders 
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CHOSEN BY FINANCIAL ADMEN—Officers elected by the Financial Adver- 
tisers Association at its recent San Francisco convention are, left to right, 
seated, Swayne Goodenough, vice-president, Lincoln Rochester Trust Co., 
Rochester, N. Y., president, and Robert Lindquist, assistant vice-president of 
American National Bank & Trust Co., Chicago, first vice-president. Standing: 
Allen Crawford, vice-president of Bankers Trust Co., Detroit, second vice-presi- 
dent; Chester L. Price, advertising manager, City National Bank & Trust Co., 
Chicago, treasurer, and John de Laittre, vice-president of Farmers & Mechanics 
Savings Bank, Minneapolis, third vice-president. 


REDESIGNED—Front and back panels of the new package for Britex all-purpose 

household cleaner are shown at the right for comparison with the old container. 

Sales increases of seven to one are reported since the redesigning job, which 
was done for the Boston manufacturer by Donovan & Sullivan, Boston. 


NEW YORKERS TALK IT OVER—New York competitors at the eastern regional 

meeting of the NNPA are shown here. Seated left to right, Tom Black, New 

York Sun; Lawrence W. Merahn, New York Sun; E. B. Foskett, New York Post, 

and Sumner Collins, New York Journal-American. Standing left to right, Edward 

Murray, New York World-Telegram; George Morris, New York News, and James 
Fernald, New York Herald Tribune. 


RELAXED—These promotion managers are shown at a party following meetings 
of the eastern region of the National Newspaper Promotion Managers Associa- 
tion. Seated from left to right: Christopher A. Anderson, Nassau Daily Review- 
Star; W. T. Blake, Winston-Salem Journal & Sentinel; W. M. Lynch, Plattsburg 
?ress-Republican, and Frank Knight, Gazette, Charlestown, W. Va. Standing, 
left to right, James D. Coughlin, Hartford Courant; Belden Morgan, Hartford 


Courant, and Bernard J. Smith, Daily Record, Renovo, Pa. 


AT PROMOTION MEETING—Wash- 
ington competitors tell it to Boston. 
Here F. X. Timmons, Washington Post, 
left, talks to George K. Rugg, Boston 
Herald-Traveler, and Jack C. Schoo, 
Washington Star, following an eastern 
regional meeting of NNPA. 


NBC MEN AT TBA MEET—Reynold R. 
Kraft, left, sales manager of NBC tele- 
vision, confers with Noran E. Kersta, 
manager of NBC's television depart- 
ment, during intermission in Television 
Broadcasters Association conference in 


New York. 


o/% 


CONFERENCE CROSS-SECTION—Representative of a number of interests. 
at the second television conference and exhibition in New York recently is 
this group: (left to right) Tom Meehan, public relations director of Westing- 
house Radio Stations, Philadelphia; Jack Ryall, president of the Peninsular 
Distributing Co., Detroit, Bendix radio distributor; George T. Shupert, tele- 
vision executive of Paramount Pictures and president of the American Tele- 
vision Society; Don Pederson, Detroit district radio manager of the Westing- 
house Radio Supply Co., and J. L. Leeson, sales director of the Crowley Milner 
department store, Detroit. (Story on Page 58.) 
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TBA SALUTES UN—Benjamin Cohen of Chile (second from right) assistant 
secretary-general of the United Nations Organization, was principal speaker at a 
Television Broadcasters Association luncheon "'saluting the United Nations” 
during the TBA conference in New York. Others are (left to right) Dr. Allen 
B. DuMont, president of DuMont Laboratories; Ernest H. Vogel, vice-president 
in charge of sales, Farnsworth Radio & Television Corp., and Jack R. Poppele, 
president of TBA and vice-president of Bamberger Broadcasting Service. 


CONTINENTAL AGENCY GROUP AT CHICAGO MEETING—Representatives of advertising agencies in Providence, New 
York, Philadelphia, Pittsburgh, Dayton, Chicago, Milwaukee, Minneapolis, St. Louis, New Orleans, Denver, Seattle, San Fran- 
cisco and Los Angeles gathered at the Palmer House, Chicago, Oct. 4-6, to discuss agency service and advertisers’ re- 


conversion problems. 


The annual banquet featured a demonstration by Research Specialists of the galvanometric evalua- 


tion system of gauging the arousal value of various illustrative techniques. 


FCC PREVIEWS RCA VIDEO—J. B. Elliott, vice-president of RCA Victor in charge of home instruments, shows members 
of the Federal Communications Commission a 10-inch picture tube as FCC members inspected RCA video receiver 


assembly line at Camden, N. J., fortnight ago. 


Left to right: Commissioner Paul A. Walker; Acting FCC Chairman 


Charles R. Denny; W. W. Watts, RCA vice-president in charge of engineering products; Mr. Elliott; Commissioners Ewell 


K. Jett, Ray C, Wakefield and Rosel H. Hyde. 


RCA television sets were publicly unveiled for first time at the Television 


Broadcasters Association conference in New York. 
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Competitive Copy 
Features Mutual 
Benefit’s Drive 


Cuicaco—Mutual Benefit Life 
Insurance Company this month 
launches a new advertising cam- 
paign that departs substantially 
from usual insurance advertising. 

The campaign, opening in the 
Oct. 19 Saturday Evening Post and 
scheduled to -run 10 months in 
Collier’s and the Post, is built 
around the company’s patented 
Analagraph, a device to show pol- 
icy holders how much insurance 
they need to attain incomes, year 
by year, that they want for them- 
selves and their families. 

The ads will be two-color pages 
and half pages stressing the theme, 
“You Can See Your Tomorrow 
Today!” The 8'%xll-inch graph 
will be featured in all ads, which, 


after the opening announcement, 
will include illustrations of policy 
holders engaged in various occu- 
pations and activities. 


Drops More General Theme 


Until now, Mutual Benefit has, 
like other insurance companies, 
used familiar themes on the im- 
portance of providing for a child’s 
education, for income in old age, 
for the widowed mother, etc. In 
these it has stressed, particularly, 
that it provides income arrange- 
ments flexible to meet changing 
needs. 

Executives of Mutual Benefit 
and of its agency, Chas. Dallas 
Reach Company, Newark, meeting 
with Mutual at the Edgewater 
Beach Hotel here Oct. 15-16, em- 
phasized that advertisements can- 
not serve well to explain specific 
differences among insurance com- 
pany policies. Such difficulty, they 
explained, has led nearly all life 
insurance companies to rely on 
the design and volume of their 
advertising to appeal to clients. 

Mr. Reach told the agents that 


“there are differences and advan- 
tages in our contracts. It is hard 
to advertise the competitive as- 
pects. But development of the 
Analagraph gives us a specific ad- 
vantage.” 


‘Identifiable Difference’ 


He asserted that Mutual ‘can 
pre-empt this specific field first,” 
and “others to come later with 
similar devices will be at a dis- 
advantage” because the public will 
consider their efforts merely imi- 
tative. As an example, he said 
Chrysler, by advertising first, had 
pre-empted the term “fluid drive,” 
forcing General Motors to stick 
to its “‘Hydromatic,” although 
both automotive makers had de- 
veloped that type of auto mech- 
anism at the same time. 

Ralph DeCastro, vice-president 
of the agency, used slide films to 
show what he called the great 
similarity of all insurance adver- 
tising. The new Analagraph ads, 
he said, will give Mutual “an 
identifiable difference.” No other 
insurance company “offers any- 


thing so specific or bringing such 
a direct lead,” he explained. 

Mr. DeCastro criticized other 
insurance company advertising 
that “pictures an old couple out 
under the apple tree enjoying life 
on $150 a month annuity—against 
a background of a $50,000 man- 
sion.” Mutual Benefit, he _ said, 
“is not in the business of selling 
paradise on $150, or is it $200 
now, a month.” 

Approximately 600 of the com- 
pany’s 1,000 agents have thus far 
been trained to explain how the 
Analagraph can be used to show 
graphically how the client’s earn- 
ings and policy returns meet his 
requirements year by year. The 
company does not require that its 
agents use the device in their 
sales efforts. 


JOHN C. WHITRIDGE JR. 

New YorK—John C. Whitridge 
Jr., 41, vice-president in charge 
of personnel and production for 
C. E. Hooper, Inc., radio program 
rating service, was drowned Oct 
12 when a dinghy he was riding 
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overturned in a stiff wind off 
Northport, Long Island, while on 
a week-end cruise. William T. 
Okie, vice-president of J. M. 
Mathes, Inc., New York adver- 
tising agency, who also was in 
the dinghy, swam to safety. 

Mr. Whitridge and Mr. .Okie 
were on a cruise aboard the Talis- 
man, 37-foot cruiser of Mr. Okie’s 
father, a retired vice-president of 
the Mathes agency. The two men 
had rowed ashore for dinner and 
were returning to the cruiser when 
the tragedy occurred. 

Mr. Whitridge had been a di- 
rector and _ stockholder in the 
Hooper agency since its founding 
in 1934. He was formerly with 
Johns-Manville Corporation and 
International Business Machines, 
and during the war was chairman 
of the industrial advisory commit- 
tee in the War Production Board. 


HARRY A. HOLLOWAY 

New YorK—Harry A. Holloway, 
66, assistant secretary and pay- 
master of Batten, Barton, Durstine 
& Osborn, died Oct. 14 of a heart 
attack while seated at his desk 
in the office. He joined George 
Batten in 1895, becoming his 11th 
employe, when the organization 
had only a small Park Row office. 
Office legend has Mr. Holloway 
“never wrong in 50 years.” He 
had prepared payrolls aggregating 
more than $58 million since 1905. 


EUGENE W. FARRELL 


SouTH ORANGE, N. J.—Eugene 
W. Farrell, 75, retired business 
and advertising manager of the 
Newark Evening News, died Oct. 
13 at his home here after a long 
illness. Mr. Farrell, who retired 
10 years ago, became business and 
advertising manager of the paper 
in 1918. He was a former presi- 
dent of the Advertising Club of 
Newark and the Newark Press 
Club. 


JOSEPH E. DOYLE 

NEw YorK—Joseph E,. “Dinty” 
Doyle, news editor of WABC, key 
CBS station in New York, died 
of a heart attack Oct. 13 in Bos- 
ton. Once a newspaper corre- 
spondent in the Orient, he wrote a 
radio column for the New York 
Journal-American and other 
Hearst papers prior to joining the 
CBS publicity staff in 1942. He 
went from CBS publicity to WABC 
news. 


EDWARD J. REICH 
Cuicaco—Edward J. Reich, 
western manager of American 
Builder, died Oct. 10 in St. Luke’s 
Hospital after a month’s illness. 


Builder for 30 years. 


Buys Grocery Chain 


American Stores Company, 
Philadelphia, has acquired the 
Grand Union Company, which op- 
erates 320 retail grocery stores in 
the Middle Atlantic and New Eng- 
land states. The move is subject 
to stockholder approval. The 
Grand Union Company will be- 
come aé_ division of American 
Stores. 


CBS Passes Up $11,000 


At an announced loss in reve- 
nue of $11,000, CBS canceled last 
Wednesday’s half-hour broadcast 
of “Ellery Queen,” sponsored by 
Whitehall Pharmacal Company 
through Sullivan, Stauffer, Col- 
well & Bayles, in order to present 
a documentary program, “Noose 
Over Nuremburg,” on the conclu- 
sion of the war crimes trials. 


Tells New Page Size 


Effective January, 1947, Farm & 
Ranch, Dallas, will have a new 
trim size of 1034 x 14 inches; type 
page of 93gx12%% inches; bleed 
(sides only): plate, 111/16x 12% 
inches, centered on 103%,x12% 
inches; bleed (all sides): plate, 
10 15/16 x 143/16 inches, centered 
on 10%, x14 inches or to the 4 
inch trim top, bottom and one side. 


He had been with American. 
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ITU-Negotiated 
Wage Deal Scorned 
by Capital Typos 


WASHINGTON — Negotiations for 
settlement of printing wage de- 
mands here have bogged down 
under what appears to be a 
struggle between Jesse B. Man- 
beck, president of Columbia Typo- 
graphical Union 101 and the In- 
ternational Typographical Union. 

At the instigation of Mr. Man- 
beck, members of the local have 
rejected a wage settlement nego- 
tiated by Elmer Brown, ITU vice- 
president, and the local is now 
seeking to reestablish contract ne- 
gotiations with employing print- 
ers. 

The Graphic Arts Association, 
which represents shops doing 90% 
of local commercial work, has re- 
jected Mr. Manbeck’s advances, 
pointing out that it is not free to 
resume talks with the local while 
ITU remains in the picture. 


Inter-Union Struggle 


The national organization had 
intervened about a month ago, 
when the local asked strike per- 
mission over the settlement of a 
$3 per hour wage demand, and 
jurisdictional issues. 

Shortly after the arrival of Mr. 
Brown two weeks ago, the na- 
tional organization and the em- 
ployers drew up an agreement 
compromising for $].87 per hour 
for a 37% hour week, an increase 
of 22% over prevailing rates. 

Terming the settlement a be- 
trayal, Mr. Manbeck led local op- 
position which rejected the con- 
tract 1,351 to 669 in a referendum 
vote last week. 

Though the ITU representative 
had warned that he would recom- 
mend against strike permission if 
the agreement was not accepted, 
job and book printers involved 
were 231 to 165 against it. Gov- 
ernment and newspaper printers, 
not involved, were 846 to 315 and 
274 to 189, respectively, against it. 


GPO Offers 14% Hike 


Meanwhile Public Printer A. E. 
Giegengack offered 22 cents per 
hour pay increase to Government 
Printing Office employes, an 
amount which he said was in line 
with congressional action in be- 
half of other government em- 
ployes under the Classification 
Act. 

In offering the 14% increase 
which will bring wages to $71.60 
weekly for day or $81.30 for night, 
he advised GPO workers to give 
“full consideration to the offer.” 

He pointed out that GPO em- 
ployes, though paid for 2,080 hours 
of work actually put in only 1,666 
hours last year, after holiday, an- 
nual and sick leave. The offer 
retained the 15% night differen- 
tial, time and a half over 40 hours 
in any week and double time for 
holidays. 


AD GROUPS ENTER 
TYPOGRAPHIC PICTURE 

NEw YorK—The associations of 
the advertising business have 
contributed their views to the 
controversy between employing 
printers and various locals of the 
International Typographical Union, 
a controversy which hinges in- 
creasingly on “what happens in 
Chicago.” 

Currently, ITU locals are nego- 
tiating for wage increases in 18 
major printing centers, including 
New York, Chicago, Washington 
and Los Angeles. New York, 
which recently announced an ini- 
tial demand of $3.02 an hour, is 
also watching the Midwest, and 
Los Angeles is sticking with a 
demand of $2.93 an hour, com- 


PAC-PRODUCED—This poster is one 
of 50,000 distributed by the CIO- 
Political Action Committee for show- 
ing in paid and donated space (AA, 
Oct. 14). The painting, by graphic 
arts director Ben Shahn, is being ex- 
hibited by the State Department in a 
showing of representative modern 
American works. 


pared with 
$1.60. 

Last week, James F. Newcomb, 
president of the Printing Industry 
of America, made public letters 
from the American Association of 
Advertising Agencies, the Direct 
Mail Advertising Association, and 
the American Book Publishers 
Council. 


its present rate of 


Use to Decline 


Said Four A’s president Fred- 
eric R. Gamble: “If printing costs 
should be sharply increased, there 
is no compulsion on either adver- 
tiser or agency to continue to use 
printed media on the _ present 
scale . . . where some printing is 
indispensable, it may be expected 
that increased costs will simply 
result in cuts in the amount of 
printing used.” 

Howard Korman, president of 
DMAA, said previous increases in 
printing wages “occasioned a rise 
in printing prices which even at 
that time we felt to be excessive... 
Direct mail advertising cannot af- 
ford to be much more expensive. 
There is a price at which fewer 
and fewer buyers are forthcom- 
ing.” 

The American Book Publishers 
Council declared that increased 
printing costs would “intensify an 
already existing problem,” and the 
result will be ‘a diminution of 
sales.” Textbooks will also be 
affected, the statement by man- 
aging director Harry F. West said. 


CHICAGO MARKS TIME 

Cuicaco — Negotiations over 
wage and other demands by the 
ITU local and printing plants here 
were delayed last week by illness 
of Woodruff Randolph, interna- 
tional president of the typograph- 
ical union, who is negotiating for 
the local. The employes’. seek 
$2.36 an hour, 10 days’ sick leave 
and other rules changes. The 
Franklin Association, for the em- 
ployers, has formally offered an 
ll-cent increase to $1.92%% an 
hour. 


N. Y. NEWSPAPER GUILD 
SEEKS $125 MINIMUM 

NEw YorK—The New York 
American Newspaper Guild unit 
announced this week its demands 
for new contracts: $125 weekly 
minimum for editorial employes, 
four weeks’ vacation, $50 mini- 
mum for clerical employes. The 
guild says this represents a 30% 
increase. 

The Times and Herald Tribune 
contracts have wage clauses nego- 
tiable this month; News and PM 
in November; World-Telegram in 
October; Post in December; and 
Journal- American, Mirror and 
Brooklyn Eagle in January. The 


Last Minute News Flashes 


Use Newspaper Test for Omega Rub 

NEw YorK—Block Drug Company, Jersey City, is testing copy for 
Omega Rub in newspapers in New Haven, Buffalo and Detroit through 
Cecil & Presbrey. Newspapers were used when the product was in- 
troduced two years ago in limited areas, then advertising switched 


to spot radio. 


The new copy features “before and after” halftones 


captioned “Backache Ruining Sleep,’ and claims Omega acts “30% 


faster in tests.” 


Hardware Retailers Warned to Boost Advertising 
ATLANTIC City —In the competitive era ahead, hardware retailers 
must spend at least 2% of sales for advertising, instead of the 4% 
they average, Rivers Peterson, managing director, National Retail 
Hardware Association, told members of the National Wholesale Hard- 


ware Association meeting here. 


He said the organization is provid- 


ing independent dealers with a three-part advertising and merchan- 
dising program, including an advertising service, promotion guide and 


suggested window trims. 


General Foods Repeats Teaspoon Premium Offer 
NEw YorK — General Foods Corporation is repeating last year’s 

silverplate teaspoon premium offer for Post’s Grape-Nuts Wheat-Meal 

in 14 women’s and farm magazines and in The American Weekly and 


Chicago Tribune Sunday supplement. 


Two spoons are offered for 25 


cents and a box top, and copy concentrates on the premium offer and 
the caption “The different hot cereal your family’s been waiting for.” 


Young & Rubicam is the agency. 


Sun does not recognize the guild. 
Newspaper Guild headquarters 
here said no action had yet been 
taken by the newspaper manage- 
ment; that the initial reaction had 
been that management could not 
afford the increases (which the 
guild disputes in the October issue 
of “Front Page,” guild house or- 
gan, reporting linage gains of 44% 
for the Times and 41% for the 
Herald Tribune). The guild ex- 
pects by next week to have defi- 
nite news about 1947 contracts. 


SPRINGFIELD PAPERS 
STILL STRIKEBOUND 
SPRINGFIELD, Mass. — Unions of 
typographers, stereotypers and 
pressmen on the Evening Union, 
News, Republican and Union here 
remained on strike last week. The 
three-week strike principally in- 
volves a dispute between Sherman 
H. Bowles, publisher, and the ty- 
pographical employes. 


Dorrell Named V.P. 


W. Ward Dorrell, who has been 
in charge of station subscriber re- 
lations for C. E. Hooper, Inc., radio 
program rating service, since April, 
1943, has been elected vice-presi- 
dent. He is a former account ex- 
ecutive of John Blair & Co. and 
Paul Raymer Company and radio 
director of Henri, Hurst & Mc- 
Donald, Chicago. 


Fertig Gets Film Account 


Lawrence Fertig & Co., New 
York, has been named to direct 
advertising for “The Affairs of 
Bel Ami,’ a Loew-Lewin produc- 
tion for release by United Artists. 
The film will be backed by a 
$300,000 promotional budget, with 
Magazines, newspapers and spot 
radio schedules. 


Video Group Seeks 
Waiver of FCC Rule 


The Television Broadcasters As- 
sociation asked the Federal Com- 
munications Commission Oct. 16 
for a waiver, effective through the 
remainder of 1946, of a commis- 
sion rule requiring a minimum of 
28 hours of programming weekly. 

The FCC previously had waived 
the rule until Oct. 30. 


Organizes Own Firm 


E. L. Van Houten has resigned 
as executive vice-president of the 
Standard Coated Products di- 
vision of Interchemical Corpora- 
tion, New York, to establish his 
own business in the Empire State 
building as a management consult- 
ant specializing in sales opera- 
tions. He will continue to serve 
the division as consultant. 


Signs Cynthia Sweets 

Cynthia Sweets Company, Bos- 
ton candy manufacturer, has 
signed to sponsor “Sunday with 
Bill,” 1:15-1:30 p.m., Sunday, over 
six Yankee Network stations. Hir- 
shon-Garfield, Boston, is the 
agency. 


Rising Ad Costs 
Are Dangerous, 
Publishers Warned 


Cuicaco—The problem of rising 
costs of advertising reared its 
troublesome head once again here 
Thursday as the Audit Bureau of 
Circulations opened its first full- 
scale annual meeting in several 
years. 

Paul S. Ellison, Sylvania Elec- 
tric Products, who is retiring 
chairman of the Association of 
National Advertisers, and John C. 
Cornelius, executive vice-presi- 
dent of Batten, Barton, Durstine & 
Osborn, who is also vice-chairman 
of the American Association of 
Advertising Agencies, both raised 
the problem of increased adver- 
tising costs, and took occasion to 
remind publishers that while 
healthy circulation growths will 
be welcome, any evidences of 
forced circulation methods will be 
looked on with a glassy eye. 


Budgets Not Sufficient 


Warning that costs and sales ef- 
ficiency will spell the difference 
between success and failure in the 
impending competitive era, Mr. 
Ellison pointed out that a confi- 
dential study among ANA mem- 
bers several years ago indicated 
that the majority of advertisers 
were planning substantial postwar 
increases in their advertising bud- 
gets. However, he said, recent 
cost increases have already re- 
sulted in numerous instances in 
which these increased budgets. will 
scarcely be sufficient to maintain 
existing schedules, let alone ex- 
pand them. 

“The problem of justifying in- 
creased advertising costs to man- 
agement won’t be easy,” he pre- 
dicted. 

Mr. Cornelius was even more 
specific. Although he _ reported 
that studies made by his agency 
showed milline rates of newspa- 
pers and cost-per-thousand rates 
of magazines actually decreasing | 
despite higher rates, he warned 
that advertisers and agencies are 
dubious about rising circulations 
and mistrust their value to adver- 
tisers. 

Wants Readership Studies 


He suggested that the ABC 
might perform a highly useful 
service in this connection by re- 
viewing its standards of paid cir- 
culation and perhaps tightening 
them so as to discourage unreason- 
able increases. 

Mr. Cornelius also raised once 
more the question of secondary 
readership studies—a question 
which the ABC board investigated 
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in 1942, finally reaching the deci- 
sion that measurement of this fac- 
tor was beyond the ken of the 
ABC. 

These secondary readership 
studies are assuming so much 
greater importance, Mr. Cornelius 
said, that he urged that the ABC 
re-examine its position in this re- 
gard. ‘These studies,” he said, 
“may not only influence the place- 
ment of advertising, but it is en- 
tirely possible that they may be- 
gin to influence advertising rates, 
and if this occurs the rate struc- 
ture of advertising as we know it 
would be greatly weakened, per- 
haps beyond repair.” Under these 
circumstances, he said, it is im- 
perative that some sound, impar- 
tial basis be developed for meas- 
uring the validity of secondary 
readership studies. 

On the other hand, William G. 
Chandler of Scripps - Howard 
Newspapers, president of the 
American Newspaper Publishers 
Association, who was the first 
speaker at the opening ABC ses- 
sion, urged the ABC to “cleave to” 
its single function of measuring 
actual circulation, without get- 
ting off on the by-paths of secon- 
dary readership or other relatively 
intangible measurements. 


Representatives 
Elect National 
Officers for ‘47 


Cuicaco — New officers of the 
American Association of News- 
paper Representatives were for- 
mally elected and installed at a 
meeting of the group here Wednes- 
day. 

Frank H. Meeker, Osborn, Sco- 
laro, Meeker & Co., New York, 
was named president; William F. 
Johns, Ridder-Johns, Chicago, 
vice-president; G. E. Gilbertsen, 
John W. Cullen Company, Chi- 
cago, treasurer; and Douglas Tay- 
lor, J. P. McKinney & Son, New 
York, secretary. Two new direc- 
tors named were J. James Gedi- 
man, Hearst Advertising Service, 
New York, and E. F. Corcoran, 
The Branham Company, Chicago. 

The organization voted to in- 
crease annual dues to $50 for 
single-office memberships and $100 
for multiple - office memberships, 
and also voted to endorse the plan 
for measuring and billing adver- 
tising which was recently adopted 
by the Newspaper Advertising Ex- 
ecutives Association. Under this 
plan, newspapers hope to solve the 
troublesome mat shrinkage prob- 
lem. 

The group also voted to endorse 
“the splendid record” of the new 
sales director of the Bureau of 
Advertising, and paid tribute to 
the presentations which have been 
developed by the various “new 
business” committees of the local 
chapters. A_ special slide-film 
presentation developed by the De- 
troit chapter for the automotive 
industry was shown after the 
meeting. 


Westinghouse Radio 
Workers End Strike 


Sixty - eight technicians who 
struck against four Westinghouse 
Radio stations—KYW, Philadel- 
phia; KDKA, Pittsburgh; WBZ, 
Boston, and WBZA, Springfield, 
Mass.—in a wage dispute on Sept. 
24, have returned to work under 
an agreement setting their top pay 
at $90 for a 40-hour week, with 
a straight $7 weekly increase ret- 
roactive to last April 14. 

Supervisory personnel kept the 
stations on the air during the 
walkout. 


Names Houck Agency 


Carolina Industrial Plastics Cor- 
poration, Mount Airy, N. C., has 
named Houck & Co., Roanoke, Va., 
to handle the promotion and ad- 
vertising for its new  plastic- 
covered clothes line, Chem-Clad 
Cordage. 


| = a 
wf ee ee BP | 
.... ¢¢4 ‘i * 
| a» -. #&... § aan 
1 me a Tee 
._ ow! UL llClCU — 
i — oe — 4 a re a - De —- 
' | : e ee : ee ae mT 3 ” 
oS a , = 
} ni e 
yy «= nae 
le a 
rt | ee a 
Kk SE a 
ae 
| | } ie: 
on. : 
1c. po 
ay 
te casei acacia | 
ng | 
)5. ites 
| hs se 
S- | 7 
ne 
ess . 
the 
ow | a 
yng Sete 
red . 
and 
per - 
>si- iia 
of oe 
"eSS : bead 
ity” fae 
key a ee 
30S- ee ae 
rre- 
te a ee 
Tork 
ner Pe ee 
the a0 
He | a 
ABC ee 7 
i> 
ich, ee | : 
rican as 
uke’s es 
ness. = 
can. | bes: 
0 | eh 
reve- | | an 
da last - = 
ed by - 
npany 
- Col- 
resent 
‘Noose 
onclu- 
S. 
‘arm & 
a new 
"ine CCCs 
bleed ; 
x 12% 
x 12% 
plate, , 
bntered 
the %4 | 
e side. | | | | 


More fashion news t 


other Houston paper... 


The Chronicle is FIRST 
in this great market 


Fasuions make big news nearly every day 
in Houston! That’s why The Chronicle’s 
fashion editor, Wynn Wilson, has the city’s 
most ‘glamorous news beat. She covers the 
smart stores and specialty shops in Houston, 
then travels thousands of miles across America 
during the year reporting fashion openings in 
top fashion centers. It’s a case of on-the-spot 
coverage by The Chronicle’s own style ex- 
perts every time . . . news of fashions avail- 
able in Houston stores, and fashions that are 
on the way. 


But that isn’t all!“ Several times each week, 
Berta Mohr, The Chronicle’s resident New 


York fashion editor, files stories from the 


The Houston Market is sold 
when your story is told 
eee in The Chronicle 


Se SSE 
‘a ee 
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world’s style center—exclusive reports on the 


newest things in feminine elegance. 


Chronicle fashions build a fire under feminine 
desire for the things which the Houston 
woman can actually buy in Houston. Natu- 
rally this desire is reflected in the overwhelm- 
ing preference for the Houston newspaper 
which publishes the most in fashion news... 
still another proof of The Chronicle’s leader- 
ship and readership in this major market. 
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R. W. McCARTHY 


THE BRANHAM COMPANY 


National Advertising Manager National Representatives 


Fest In CIRCULATION and ADVERTISING for the 33rd CONSECUTIVE YEAR 
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